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A SHARP 
KNIFE TO 
Help You 


HIS year a large farm fence “profit cake” awaits our dealers. 

An advertising campaign—more remarkable than any issued 
in the past—is the knife that will help Zinc Insulated Fence 
dealers cut an extra big slice. Early Spring will find this cam- 
paign in full swing — with full page advertisements in colors 
appearing in the leading farm papers—the most striking fence 
campaign ever published. Write at once for full particulars— 
learn why Zine Insulated Fence dealers sell more fence than 
any other group. 


CUT THE 1931 FARM FENCE PROFIT CAKE 
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LAMSON a 
accuracy and 
strength is 
always certain 


From the time the steel is 



































checked by our metallurgists in é 
our laboratories, on through the 
varied operations necessary to 
make bolts and nuts to Lamson & 
Sessions’ standard of quality, con- 
stant vigilance over every step 
in manufacture is maintained. 

Batteries of automatic tapping 
machines of the latest type are 
operating under the keen eyes of 
skilled men whose sole job for 
many years has been to see that 
Lamson nuts have accurate, 
sharp, clean threads that meet 
specifications. Whether you buy 
hot pressed, cold punched or 
semi-finished nuts the Lamson 
standard of quality has been at- 
tained before they are shipped. 

Naturally, such products have 
acquired an enviable reputation 
for quality, which Lamson & 
Sessions will always maintain. 4 


i! 


Lamson products are stocked ; 
in every important locality. Buy i 
through your Distributor. 


LAMSON 


& SESSIONS CO. 


CLEVELAND, OHIO 





Plants at Cleveland and Kent, Ohio; Chicago and Birmingham & ‘ 
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(Printed in U. S. A.) $3.00 per year. Single copies 25ce each. Vol. 127, No. 8. 
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RE you planning to 

retain Pruning 

Shear business in your 

hardware store? Ask 
your Jobber. 
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GOOD TOOLS 


SINCE 1819 


Build Your Tool Reputation This Way 


“*YEXTO” has stood for quality Tools for The “PEXTO” line is complete. Backed up 


111 years. “PEXTO” Tools are designed by attractive and helpful booklets, folders, dis- 
’ play stands — silent salesmen for 


each product. 


DAD’S TOOL SET 


Packed in an attractive colored box. 
Contains 5 Tools—Hammer, Wrench, 
Snips or Pruning Shears, Screw Driver 
and Pliers. Proving a fast seller—at 
any season of the year. These sets are 
self-advertising and bring you a good 
profit. 


to meet a special market that de- 
mands merchandise of quality at 
honest prices. Of all the markets 
this is the one natural to a Hard- 


ware Store. 


*PEXTO” Tools are in stock with 
Jobbers throughout the nation. 
They can give immediate shipment. 








chieele THE PECK, STOW & WILCOX CO. iz"" 


Chisels 
Squares 


Pliers SOUTHINGTON, COoNN., U. S. A. Fender and Body 


Screwdrivers 


Proning Shears Makers of Good Tools since 1819 = 
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— for the doctors themselves 








W.W. Orr Doctors Building 
at Atlanta, Georgia . 
LUSTRAGLASS clear shect 
window glass was specified 
for all windows. 


Architects, Pringle & Smith; 
Contractors, Southern Ferro 
Concrete Co.; Glaziers, F. J. 
Cooledge & Sons; Agents, 
Adams Cates. 














In Atlanta, window glass was called for a 
**show down.” 
work in deciding what make to use in the 
W. W. Orr Doctors Building. Many brands 
were considered and considerable investi- 
gation was carried on regarding the merits 
of LUSTRAGLASS. The result was that 
owner, architect, builder and glazier all 
decided in favor of LUSTRAGLASS. The 


reasons for their selection were threefold. 


LUSTRAGLASS is the ‘‘whitest’’ of all 


There was to be no guess 





RAWN i 


glass made for windows... It transmits 
mere daylight and more of the ultra- 
violet rays of sunlight, yet LUSTRAGLASS 
costs no more than any good window glass. 
The hardware man who stocks LUSTRA- 
GLASS can reasonably expect that the 
attractiveness this product has for every 
home owner will bring prospective hard- 
ware customers into his store .. . cus- 
tomers of real buying power. Our booklet 
A-430 will interest you. Write for it. 


AMERICAN - WINDOW - GLASS - CO. 


Farmers Bank 
Building 


Also makers of Armor-Lite Scatter-Proof and Bullet-Proof Glass, Tintaglass, 
Picture Glass, Photographic Dry Plate Glass, 3%" and 1%" Crystal Sheet, 
Ground and Chipped Glass, Improved Quartz-Lite and Bulb Edge Glass. 


Pittsburgh, 
Pennsylvania 


4 
4 
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~ YOU...can recommend 


Galvanoid 
with a clear conscience 















The constantly increasing sales of Galvanoid 
Screen Cloth year after year is ample evidence of 
complete consumer satisfaction with this excellent 
product. Galvanoid is heavily electro-zinced after 
weaving, then lacquered and baked. You can recom- 
mend it to your customers. It’s the best grade of zinc- 
coated cloth on the market. Be sure your stock in- 


cludes Galvanoid. 


AMERICAN WIRE Fasrics CORPORATION 
Subsidiary of 





WICKWIRE SPENCER STEEL COMPANY 
41 East 42nd St., New York City 


Worcester Buffalo Chicago Cleveland Tulsa 





ce ab Pacific Coast Headquarters: San Francisco 


will Galle 
to you PFRBB. 


Branches and Warehouses: Los Angeles, Seattle, Portland 





GOLD STRAND SCREEN WIRE CLOTH 








Black Painted American Galvanized American Gold Strand Hard 
American Gold Strand American Gold Strand Copper* 
Galvanoid Bronze* *In light and dark finish 
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ONE Sprayer 
Does It 


ALL! sf 
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Myers “DU-ALL’ 








a 


for BOTH Row Crops 
and Orchards 


Speers the sprayer your customers have been 
waiting for! A complete three-wheel power spray 
rig that does perfect work in both field arid orchard. 
Put on the spray boom and you are ready for all row 
crops. Remove boom and seat, couple up the hose 
lines—and you are ready for orchard work. The first 
really universal spray outfit. Clearance enough under- 
neath for all row crops. Plenty of power and capacity, 
with perfect balance—no weight on horses’ necks. 
(Also made in tractor models for operation by power 
take-off.) The handiest spray rig to-turn and steer 
that you ever drove. Four sizes—125, 150, 200 and 300 
gallon tanks. Duplex, Triplex or Quadruplex Self- 
Oiling Power Spray Pumps. 4, 6 and 8 row spray 
booms. Adjustable axles. Two spray guns for orchard 
work. Think of the economy this equipment will 
bring to your customers. Send for special catalog 
and prices at once. 


Remember, MYERS makes a complete line of spray equip- 
ment. Small hand-operated Bucket, Knapsack and Compressed 
Air types; larger Portable Wheeled types; Barrel types and 
complete Power Rigs up to the largest sizes. There is a re- 
liable MYERS spray outfit to fit every style and kind of opera- 
tion. MYERS Spray Catalog is full of valuable information on 


spraying. 
Send for it today. 


YERS 


HandanaPower 


Spray Pumps 
F. E. Myers & Bro. Co. 


Orange St. “sim? PBuilds* = Ashland, Ohio 




















Pumps, Water Systems, Hay Tools, Door Hangers 
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The BIG PROFIT LINE of 
TROWELS and HAND TOOLS 


Meet Any 









Look at These 5 oe 
Dealer Prices : 


65: 


PER DOZ. 


ERE is a line of Garden Trowels and 
Hand Tools that can’t be beat for 
quality and service. We are set up to turn 
out unlimited quantities of these items at 
prices astonishing to the Hardware Trade. 


No. 1—Plain metal, average 19 gauge thickness, with 
shellacked hardwood handles—a good 10 cent special. 


70c a dozen 


No. 2—Green enameled metal, average 17 gauge, 
with shellacked hardwood handles—a good 15 cent 
seller. 


$1.20 a dozen 


No. 3—A heavy service garden trowel, average 16 
gauge metal—sharpened point, shellacked hardwood 
handle—a good 25 cent value. 


$1.50 a dozen 


GE 


PER DOZ 





No. 4—Weeder and transplanter—average 17 gauge 
metal, sharpened point, shellacked hardwood handle 
—a fine 10 cent special. 
65c a dozen 

No. 5—Long handled heavy garden trowel—average 
16 gauge metal, green enameled, sharpened point, 
shellacked hardwood handle. 

$2.00 a dozen 
No. 6—Spading Fork—all heavy metal with enam- 
eled safety handle. 

$2.00 a dozen 
No. 7—Hand Mulcher, all heavy metal with enam- 
eled safety handle. 

$1.50 a dozen 
All these items newly designed with long 


strong shanks and attractively finished. 


Samples sent on memo billing to rated deal- 
ers who request them. 


Competition i 





ASK YOUR JOBBER FOR AKRON-SELLE GARDEN TOOLS 
This is the Best Low-Priced Line He Can Sell 


THE AKRON-SELLE CO. 


Metal Stampings of All Kinds 







Established 1873 AKRON, OHIO 
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DOES A 
“WORTHINGTON’S MAN” CALL ON YOU? 


: F SO, YOU WILL RECEIVE A. |! I iH y i ii | 


qgouill AU Tn TATE TTTT CAT ATATIVE LAT CLC HUT UT CHUL CCUCE CSCO ECU UE LEU pt My 


tg A PICTURE ON IT LIKE ! | DEAL ERS 
= 5g WINDOWT RIM SERVICE 


We send it to you because we 
think it’s our job to help you sell 
the goods you buy from us. 

















Other similar bulletins with sea- 
sonable trims and display sugges- 
tions will follow throughout the 
year. 








a ea > a a a RSA A 


THE GEO. WORTHINGTON CO. cuveLan 
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They're Looking For 
“Lifetime” Quality ... Lhis Year 


Your 1931 customer is extremely critical of quality — 
more than ever. Before he buys he must be convinced 
that your merchandise is wotrh every cent you ask for 
it. This critical 1931 buyer isn’t looking for “cheap 
bargains”. He has learned that real economy means 
getting “lifetime” quality at a fair price. And that’s 
just what he is looking for. 

“Lifetime” quality has no greater significance than in 
wire screen cloth. Frequent replacement of cheap 
screening is far more expensive than the purchase of 
the highest quality screening at a little greater first cost. 
Every buyer of screening knows that—and in 1931 he 


Hanover Wire Cloth Co. 


will make even more sure of “lifetime” quality thamever. 


Hardware dealers are preparing to get the busimess of 
this critical and discriminating 1931 buyer by stocking 
only those lines of which they are sure of highest 

uality and value. It is for this reason that so many 
dealers have turned to Hanover Wire Screen Cloth. 


This complete line of wire screen cloth has been the 
recognized standard of quality for many years. It offers 
you a sure way to meet this 1931 demand for “lifetime”’ 
quality. Write for complete information or ask your 
jobber’s salesman. 


y y 


Hanover, Pa. 


Manager of Sales 
John M. Hart Co., Graybar Bldg., New. York City 
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Plug yo 


i>. half of luck is knowledge. 


The other half is action, based on this knowledge. 


Scientific management is nothing more than 
gathering and studying facts and figures about 
one’s business—and then acting on these facts, not 
on hunches. It means discovering the “‘rat-holes”’ 
through which one’s profits dribble, and plugging 
them up, once for all. 


Take a hard look around you. What are the things 
that are wasting you and your men’s time? What 
are the things that are slowing up your turnover? 
What are the things that are tying up your capital 
needlessly? 


As Hardware Retailer says: ‘‘Primarily, the job of 
the hardware retailer is to buy and sell hardware. 
To do these things in a manner pleasing to the 
consumer and profitable to himself, he must study 
his tasks and apply his findings.” 


All right, what does this mean? First, it means 
picking out the one outstanding leader in every line 
of merchandise you sell and concentrating on it— 
no matter whether this line be lawn seed or lawn 
mowers, enamelware or hardware. 


Do this and you will please your customers, for 
everyone knows and likes these famous brands, 
or they wouldn’t be famous. Do this, and you 
will also make more profits, plug up more “‘rat- 
holes.’’ Here is why :— 


1. By concentrating you will save on over- 
head. For, by eliminating competing brands, you 
will eliminate duplication of items and cut down 
the capital you have been tying up in each kind of 
merchandise. This puts you in a stronger financial 
position with your bank. It frees you from con- 
stant worry. It enables you to take the maximum 
discount on every bill. It gives you uniform stocks. 
It makes stock control simpler. It makes possible 
better selling—and faster selling. Your clerks do 
not have to learn a smattering about a number of 
competing brands. They do not have to waste 
time waiting for a customer to make up his mind 
between competing items in the same price range. 
Often this means one less clerk on the payroll— 
or one who can be developed into an outside 
business-getter. 


Don’t be misled any longer. You can instantly see 
the mistake of handling anything but the best- 
knowa, fastest-selling brand in each line if you 
reduce the proposition to a mathematical basis. 


ur “rat-holes” 





If handling 2 competing brands is more profit- 
able than handling 1, then handling 3 is more 
profitable than handling 2; and handling 4 
is more profitable than 3; and handling 5 is 
more profitable than 4; and so on to infinity 
—and absurdity. 


Free yourself from such costly practices. Be a 
leader. Don't follow the crowd. For, believe it 
or not, the crowd is always wrong. That's why 
they never make any money. 


2. By concentrating you will save a tre- 
mendous amount of time. See for yourself. 
Jot down this week the actual time you put in 
talking to salesmen who represent the “‘weaker 
sisters’, the ‘has beens’’, and the ‘‘maybees’’. 
Multiply the time this takes for one week by 
52, and see what a tremendous number of 
hours it amounts to in a year. Think what you 


could do with this time if you spent it going 
out after new business. 


3. By concentrating you will save a tre- 
mendous amount of work. Consider what 
happens when you order small lots from a 
number of competing brands in each line. 
Every one ot these boxes must be opened, 
checked, priced and placed in stock. Every one 
of these little orders must be carried on the 
books and watched for discount dates. It all 
takes hard work—energy that could be used 
to do other things—constructive things. 


Plug up your “‘rat-holes’’. Clean out all the ‘‘has 
beens’’ and ‘‘weak sisters’’. Price them so low 
they have to move in spite of themselves. Then 
never again buy anything but the one out- 
standing brand in every line you carry. Fer that 
way—and only that way—lies true suceess. 


P. & F. CORBIN “i38" NEW BRITAIN, CONN., U.S. A. 


The American Hardware Corporation, Successor 


NEW YORK 


CHICAGO 


PHILADELPHIA 


Makers of the world’s most complete line of builders’ hardware 








EES, 





© 1981,'P. & F. Gorbin 


GS DEseRyE GOOD HARDWARE 





id, 
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Proprietary design of the Fishor Building, Detroit ; 





ORIGINAL 
KEY CONTROL 


IN SARGENT UNION LOCKS 
FOR MODERN’ BUILDINGS ? 





Wirn this feature any Sargent Union Lock 
may be placed under a new key control in a 
moment’s time. A special key removes the 
knob. The cylinder may then be exchanged 
and the knob replaced with ease. This is ideal 





equipment for modern commercial structures. 
The Sargent Union Lock in Building managements, at negligible cost, may 
eS ee offer every new tenant a lock that only his and 
the master keys will fit.- 

The Sargent Union Lock is easy to install — 
all parts are in one complete unit. Its opera- 


tion is smooth and sure. Of solid brass or 


bronze, it is made in beautiful standard designs 





. — - RE , 
CEE Te SR Se oR Par cor eae eS = ? 
Tas are hae pal ee ene ae ae oS ore . 


M.T. 

ssi: or in proprietary patterns for particular struc- 
tures. Our illustrated booklet, “Important and 
Exclusive New Features in Locks for Office a 
Buildings,” will be sent you on request. It : 
explains in detail the Sargent Union Lock with 

si demountable knob and exchangeable cylinder. 

DESIGN Sargent & Company, New Haven, Conn.; 
New York; Chicago. 
SARGENT 

M.P. 


LOCKS AND HARDWARE 


DESIGN 
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SuIBH 


Reg. U. 8S. Pat. Off. 


HACK 
SAW 
FRAMES | 
















Ss SRS... MGs ais 


prem 





No. 2115 Adjustable Frame for 
Blades 8 to 12 Inches 


No. 2150 3 
Adjustable 8 to 
12 inches. Adjust- 
able Frame, 
Nickel Plated, 
Black Enameled 
handle with Screw 
Adjustment for 
Tightening Blade 
fee 





S No. 2175 Adjustable 
8 8 to 12 Inches 


Depth of 
Frame 
be y% ” 


For Home Use or Mechanies 


Union Hardware Hack Saw Frames are made in 
patterns and sizes to serve every requirement of 
home or shop. 


They are practical in design, of strong construc- 
tion and retail at prices that have made them 
exceedingly popular. 


No tool stock is complete without some or all of 
the six different styles illustrated and described 
in our New Catalog No. 10. You can sell these 
Frames with real profit and satisfaction. 


If your Jobber does not handle Union Hardware 
Hack Saw Frames, write to us and we will refer 
you to the nearest Jobber who does. We pro- 
tect our Jobbers. 





Glad to send you our Latest Catalog. - 


IE 2 hes aa coer — 
PLS SNR EES Rage ee ae ea eS 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 





Torrington, Connecticut 


New York Office: 151 Chambers St. 


ESTABLISHED 1854 INCORPORATED 1864 





ee 
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Lighting the way to better service 


Convenient Warehouses, Complete Stocks, Prompt Shipment 


oa ae ee ee 
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ST.LOUIS ATLANTA 





The recollection of QUALITY remains long after the PRICE is forgotten—E. C. SIMMONS 
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isa atin is tightening. Goods 
move most satisfactorily and profitably over 
shortest distances between producer and 
consumer. Retail dealers rightly are 
demanding the sort of service facilities 
which enable them to give promptest 
service with minimum stocks. 



































Here, in one of the country’s best pros- 























CW 














IN KANSAS CITY 


Engineers report that the 6-foot 
Missouri River channel to the 
Mississippi is almost completed, 
almost ready for barge line opera- 
tion. This new-old transportation 
artery shortly will give low-cost 
water connections with all inland 
waterways and with the seaboard. 


V7) 


pering territories, 21 million people 





rn aeareornane look to Kansas City as the principal 











source of commodity supply. And, of 
this vast group, 19 million are served 
more economically from Kansas City than 
from any other market. 





Kansas City has every transportation 
advantage. Twelve trunk line rail- 
roads radiate in every direction giving 
fast passenger and freight service. The 
6-ft. Missouri River channel is almost 
completed. Regularly scheduled air- 
plane service connects Kansas City 
with every section of the country. 
Here, too, is an important center of 
truck and bus transportation. 






Get nearer ,this vast market. Serve the 
Kansas City territory from Kansas City. 
Utilize its transportation and manufac- 

turing advantages to your own profit. 





INDUSTRIAL COMMITTEE OF 
THE CHAMBER OF COMMERCE OF 


KANSAd aC! T Yve 


INDUSTRIAL COMMITTEE, CHAMBER OF COMMERCE, 
KANSAS CITY, MISSOURI 


Please send me the facts about Kansas City. I am interested in the 


industry. 





Name 
Fi 
Address 
City ; State. 





3 











{I saw your advertisement in Hardware Age} 
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Iv s Easy to Sell a 
BETTER Brush 









... if you show 
how it produces 
more durable finishes 


The durability of a coat of paint depends only in 
part upon the quality of the paint itself. A satisfactory, 
lasting job requires good paint .. . and a good brush! 
For a good brush flows the paint out smoothly and 
evenly, creating a strong bond between paint surface 
and under-surface. 


Point out this fact to the customer who asks for a 
cheap brush. If he is thrifty-minded he will realize 
that a durable coat of paint is the only really econom- 
ical kind ... And that the same thing is true of a good 
brush. 


Even though a customer knows little about the tech- 
nique of painting, he knows the name RUBBERSET 

. Knows that it stands for quality . . . Knows that it 
means bristles that can’t come out because they’re 
gripped in hard rubber. 


There’s a Rusperset brush for every painting re- 
quirement . . . and a good profit for you in each one. 





How the Better Brush proves its Worth— 


¢ | It makes any paint or 6 it produces a more 
4 varnish job look bet- uniform paint film and 
ter, even when done by more uniform color. 


an amateur. r% It reduces the chances 


It makes painting of spattering and 
easier. streaking. 


It makes sharper edges 
and cleaner over-laps. 


9 It lasts longer than sev- 
eral cheap brushes. 


It’s easier to clean and 
It won’t shed its keep in good workable 
bristles. condition. 


Better RESULTS justify the better BRUSH 


RUBBERSET 


TRACE MARK 


PAINT AND VARNISH BRUSHES 
“The World’s Standard” 
RUBBERSET COMPANY, NEWARK, N. J. 


It saves both paint and 8 
time. 


It produces a more ad- 
hesive, durable coat. 1 0 


A & WwW WN 




















STANDARD 
For 75 Years 


TILLEY 


LADDERS 

















SAFE 


STURDY 


are not ordinary lad- 
ders. They are un- 
usually well designed 
to place the strength 
where the _ stresses 
and strains come and 
for easy handling. 


They give rigid supe- 
rior service, and pro- 


.vide additional safety. 


Their longer life 
makes them cheaper. 


Extension Ladders 
Straight Ladders 
Step Ladders 
Orchard Ladders 
Window Cleaner’s 
Ladders 
Trestles 
Extension Trestles 
Extension Planks 
Toothpick Stages 
Swing Stage 
Platforms 
Scaffolding 
Interior 
Scaffolding 
Adjustable Jacks 
Safety Platform 
Step Ladders 
Etc. 


RELIABLE 


(Write for illustrated catalogue and prices) 


THE JOHN S. TILLEY LADDER CO. 


Watervliet, New York 
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Kyanize 
LUSTAQUIK FINISH 


DEALERS everywhere are reaping the 
benefit, in profit and good-will, of the 
enthusiasm of their customers for Kyanize 
Lustaquik Finish—the matchless enamel 
for perfect results at lowest cost on all in- 
terior work. 

















matchless ... quick-drying .. . durable 


Kyanize Lustaquik Finish is a beautiful 
hard-finish enamel that has no equal for 
giving new, gleaming life to dingy furniture. 
It is marvelous, too, for brightening walls 
and woodwork. 


Its advantages are many. It is water- 
proof, washable, and durable; brushes on 
easily; has no offensive odor; dries dust-free 
in less than sixty minutes; and hardens in 
four hours! And its many beautiful colors 
can be applied equally well to wood, stone. 
glass, or metal. 


Kyanize Lustaquik Finish is supreme in 
its field. Send for our card showing colors. 
And ask for particulars concerning our 
complete line of dealer 
helps for the selling of 
Lustaquik and _ other 
Kyanize varnishes and 


‘enamels. 





BOSTON VARNISH COMPANY 


121 EVERETT STATION, BOSTON, MASS. 
Chicago Warehouse and Office, 1524 S. Western Ave. 
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Road to Profits! 


A DISPLAY of Excelsior Brushes is a double 
road to profits. 


First, they are an easy-selling, profitable line in 
themselves. 


Then each sale gives you a chance to sell a bill of 
paints, varnish, etc. 


And, on the other hand, each sale of paints and 
varnish is an opportunity to sell some Excelsior 
Brushes. 


EXCELSIOR BRUSHES sell quicker, because they 
give your customers more for their money. Quan- 
tity production cuts costs to the point where 
HIGHER QUALITY is possible WITHOUT 
HIGHER PRICES. 


Only the most perfect materials are used—the 
finest grade of Chinese Puistinn, “Naga in a firm 
setting of pure vulcanized r 





Start out on this double road to profits, by dis- 
playing Excelsior Brushes in your store. 


TRADE 


SP XCELSIOfY < 


MARK 
PAINT AND VARNISH BRUSHES 


Made by Edward E. Robinson 
347 West Broadway, New York City 


Ask Your Jobber 


for Prices 








PECORA RA PAINT co. 


PHILADELPHIA. PA.| 
Est. 1662 








like a skyscraper when you consider 
that every householder needs a car- 
ton and the profit is generous. 
Fine for repairing cracks in plaster 
or tile. Cartons of 2% to 15 Ibs. 
Write for samples and prices to 
Pecora Paint Co., 4th Street and 
Glenwood Avenue, Philadelphia, 

Established 1862 by Smith 
Bowen. 











y BRUSH-NU COMPANY 


BALTIMORE MARYLAND ‘ 











not let others in on the 
good thing? If you are 
a store executive it will 
help your business as a 
whole. If you are a 
buyer it will help your 
department. 


Hardware Age "Now York Chey” 
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RAIN When a customer says —— 


jy 06 


“<I want 
a paint that 
muse will not change 


AND DIRT 


eolor”’ 


Tew him why you sell him a paint based on 
Lithopone and Zinc Oxide. Q Tell him permanent 
SMOKE \ , tints cannot be expected without permanent white- 
| ! ness of the base pigments of the paint. (The New 

FUMES \} } . " , P 
AND GASES | Jersey Zinc Company’s Zine Oxide and “Albalith,” 
Lithopone are permanently white pigments.) 

If you sell him a tinted Zinc Oxide — Lithopone 
paint you can assure him the paint will hold its 
color. If you sell him a white paint it will stay white. 

Permanence of color is only one selling point 
of Zinc Oxide — Lithopone paints. There are 
a lot more in the booklets, “Zine Oxide 
and Its Application to Paint” and “Lithopone— 
The Most Used White Paint Pigment.” You can 
tell your customers more about 
your paints when you know all New joe 


of these sales points. Zl N) oF 








THE NEW JERSEY ZINC CO., 160 Front St., New York 


Send me all the facts about Zinc Oxide and Lithopone in paint. 
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ODARK GRAY LIGHT GRAY MAHOGARY RED 
GSPECIAL TAN OAK STANDARD GREEN 





DIXON’S MAINTENANCE FLOOR PAINT—all-purpose—reduces stock and satisfies a varied 
demand. Quality—Price—Profit recommend it! Write for Color Card 40BF and prices. 
Paint Sales Division, JOSEPH DIXON CRUCIBLE CO., Jersey City, N. J. 














FOR BETTER BUSINESS 
VISIT NEW YORK 


50 
x daily * 
eee Secures a fine room and bathe «-« 
others at $3°° and $35° 
AT ONE OF NEW YORK'S BEST HOTELS 


Tk BRISTOL 


4gt ST. EAST OF B'WAY 4+ NEW YORK CITY 
OWNERSHIP MANAGEMENT -: T. ELLIOTT TOLSON, Pres. 
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TEAMWORK WINS 
in paint selling 











as in basketball 


T’S teamwork that wins nine out of ten basketball 

I games. And it’s teamwork between you and the 

paint manufacturer today which keeps the cans mov- 

ing faster across the counter for your greater profit. 

You will always find du Pont ready to team up with 

zi your sales efforts. The West Point Manufacturing Co., 

fe of West Point, Miss., proved that. And here is what 
happened: 


E. I. du Pont de Nemours & Co. 
Philadelphia, Pa. 
Gentlemen: 

Five years ago we bought our initial order of du Pont 
paints amounting to $280.00. As paints were something 
new to us our sales for the first year were less than 
$1000.00. 

Your salesman must have seen the possibilities that 
we failed to see at that time because we were dubious of 
his statement that we should do five times that amount. 
We agreed to try out your plans and programs to in- 
crease our paint business; we gave our cooperation in 
exchange for your salesman’s, and you will possibly be 
glad to know that today we are enjoying a $10,000 
annual paint business. 

We stock the du Pont line 100% and stick strictly to 
the one line as we believe that when better paint propo- 
sitions are offered, du Pont will offer them. 

Yours for more progress, 


THE WEST POINT MFG. COMPANY Another score! Teamwork will ring up many more. The, 
: (signed) R. B. McGill, Treas. same kind of co-operation that boosts paint sales. 


ae 


Here is a practical example of what teamwork can 
help to accomplish. It is only one of many. Let du Pont 
work with you... provide window displays and trims, | 
counter displays and posters, proved sales and mer- 

chandising plans, and the assistance of a personal 

representative. Use this co-operation, and we both play 

to win. E. I. du Pont de Nemours & Co., Inc., 1616 REG. U.S. PAT. OFF 

Walnut St., Philadelphia, Pa. Address Dept. B 2. 


ESE co an gS 


PAINTS += VARNISHES + ENAMELS ~ pDUCO 
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FOOD FOR THOUGHT 





BY es 

E. B. GALLAHER p 
Treasurer, Clover Mfg. Co. 
Editor, Clover Business Service a 


I sometimes wonder why merchants persist in doing business with 
direct competitors—especially when they don’t have to. Here is a case—coated 
abrasive materials. 





It is a well-known fact that manufacturers of Sandpapers and Metal-Cutting Cloths 
have for years been selling direct both to dealers and to the industrial trade—they are 


ccna: 


iS ene 
AE LAS ROR A) RL os Oe 


still doing it. In fact, the new policy of inten- 
sified branch distribution still further throttles is 
the efforts of both dealer and jobber. Soon the a 


merchant will have little trade left in this very 
profitable commodity. They are legislating them- 
selves out of business. 


cay 


As an independent manufacturer of coated 
abrasives, we are adhering strictly to our old and 
established policy of jobber-dealer distribution. 
We have had no other policy for thirty years. 





Clover Color-stripe Abrasive Papers and Cloths are now being handled by hundreds 
of far-sighted merchants—among them some of the largest in the country. 


Quality and consumer acceptance have never been questioned. Our policy is right— 
our quality is right—our prices are right; and we are strong financially. 


Would it not seem just good common sense to allow us to protect for you the 
coated abrasive volume you have spent years in building up, before it is too late? 
A word to the wise * * *! 











| E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 


CLOVER MANUFACTURING COMPANY | You may send me, without obligation, samples of : 


weet | Green-Stripe Sandpaper. 

NORWALK, CONN,., U.S. A, oo | Red-Stripe Turkish Emery Cloth—for polishing. 

| Yellow-Stripe Aluminous Oxide Cloth—for cut- 
___| ting hard metals. The universal shop abrasive. 

SANDPAPERS es | Clover Grease-Mixed Grinding Compound. _ 

|| | Clover Water-Mixed Valve-Grinding Compound. 

METAL-CUTTING PAPERS AND CLOTH | pee oes rae 
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_Name 


CLOVER GRINDING AND LAPPING COMPOUNDS | Atom 


Character of business 









































Saar ee rennarmerase 
SLE as 





ee 


es 





s ie 





ye Sinan 
Peon ioe ae 


Dae 











HARDWARE AGE for FEBRUARY 19, 1931 


23 








“The Hardware Dealers’ Magazine” 
Published Every Thursday 





Issued every Thursday by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. Musselman, Vice-President; 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 


Member Audit Bureau of Circulations; Member of the Associated 
Business Papers 





EDITORIAL CONTENTS OF THIS ISSUE 


If You Must Do a Banking Business, by Llew S. Soule. 25 
Milwaukee Hardware Firm Proves Business Is Good. . 27 


Now! We’ll Get Down to Brass Tacks, by E. B. Gallaher. 28 


Have You a Listless Mailing List?........ 31 
Your “Approach” May Be Good—But How About 
Your “Get-Away?” by Saunders Norvell..... 32 


If You Want the Women’s Trade, by C. E. Snyder 34 
How Jornt Bros.’ Unique Delivery Truck Builds Paint 


I iron Rion nie icky abbinath ved osx 35 

Getting the Large Paint Order in the Small aatige by 
Oe ee 36 
Smokers for Master Painters..... BAe is 
Pacific Northwest Convention Report ae 40 
Wisconsin Convention Report. . . 41 
Oklahoma Convention Report ; 42 
Hardware Age Weekly Advertising Service 44 
News of the Week. . rs ete ... 46 
General Market News of the Week 52 
76 


Coming Conventions . 





EDITORIAL REPRESENTATIVES 


PitrspurRGH: T. H. GerKEN, 1319 Park Bldg. 
CLEVELAND: F. L. PRENTISS, 1362 Hanna Bldg. 
CINCINNATI: Ropert G. MoIntosH, 409 Traction Bldg. 
Boston: GERARD FRAZAR. 

WASHINGTON: L. W. Morrett, 536 Investment Bldg. 


ADVERTISING REPRESENTATIVES 


ADVERTISING MANAGER, P. J. Cosgrave 

New York: H. G. Bioperrt, L. V. ROWLANDS 

Boston: CHauncey F. ENGLISH, 140 Federal St. 
CLEVELAND: WiLL J. Feppery, 1362 Hanna Bldg. 
CuHicaco: D. M. ANDREWS, H. A. Macuirg, 1507 Otis Bidg. 
San Francisco, Cau.: R. J. BrrcH, Kohl Bldg. 


SUBSORIPTION Price—United States, its possessions, Canada, Mewico, Central 
America, South America, Spain, and its colonies: One year, $3.00; Foreign 
countries not taking domestic rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance should be made by Check, Post Office Money Order, 
Popress Money Order or Bank Draft, payable to Harpwarpw AG, New York. 























He bought a “Handy Pack’ 
because it is the easiest 
and quickest way 
to buy screws 


4 


AMERICAN SCREWS in“‘Handy Packs” 
make it easy for the customer to buy screws 
and easy for the dealer to sell them. 


A carton of “Handy Packs” on your counter 
allows the custother to pick out the size he 
wants without taking your time to count, 
weigh or wrap them. 


For 92 years American Screws have been 
known for their high uniform quality. Now 
in a carton of little red boxes they are easy 
to display and bring a surpris- 
ing number of “extra” sales. 


208g 
f $ Your Jobber can supply you. 
2 gf 

WOOD MACHINE STOVE TIRE 
SCREWS SCREWS BOLTS BOLTS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SEL.CHICAGO,ILL. 


Put It Together With Screws 























Buy My 
Flowers? 


On that sales appeal of the 
little flower girl is founded 
one of the greatest points for 
a salesman to use. To increase 
sales of any product start by 
figuring “Who will buy?” 

Take these Atkins Silver 
Steel Saws for instance. Who 
are waiting to buy them? Of 
course the carpenters and 
mechanics. Go out and talk 
to them about saw using and 
you'll find a lot of points for 
your notebook on saw sell- 
ing. Do you know about the 
great, growing markets for 
all good tools in the home 
work shops where the aver- 
age user pays $37.60 a year 
for tools? If you don’t, bet- 
ter get Atkins book on that 
big subject and you'll find 
hundreds of prospects for 
good tool sales. Then there is 
the boy’s market. That’s a 
big one. And do you know 
why Farmers should use good 
saws and how they can save 
time, money and material us- 
ing them? 

I’ve got a lot of things to 
tell you about the customers 
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for Atkins Products and how 
to figure them and keep them 
as your customers. 

This is one of the big 
years for salesmen. It will 
pay you to figure closely on 
where to find customers and 
how to sell them. Every boss 
is looking for men who can 
do just that and when you 
learn to do it you can be 
your own boss. 

After you learn what a 
product is, start figuring who 
needs it and why they need 
it and think of how you 
could use it yourself if you 
were in the customer’s place. 
It’s easy to sell others if you 
are sold yourself. 


L§ 


ABOUT BUSINESS CONDITIONS 


Tas is the salesman’s year! When everybody has money and it’s easy to 
sell, the good salesman is at a disadvantage. Customers come in and say, 
“Give me this,” or “Give me that,” and lay down the money. Anyone can 


make this kind of a sale. 


Now you have to know your stuff! What did Sam Sayles do to make his busi- 


ness good? Read it NEXT WEEK—it will help you make your sales better. 








Back Saw 





AQ tx0s No. 2 Back Saw 
is made of Genuine SILVER 
STEEL and fitted with an ap- 
plewood handle, handsomely 
lacquered. The handle is fas- 
tened to the blade with two 
brass screws and medallion, 
so as to direct entire force of 
stroke on cutting edge of saw. 
The back is made of first qual- 
ity blued steel, pressed on 
back of blade, making it stiff 
and rigid. This saw is used 
for fine work where a larger 
saw is not practical. 14 points 
per inch. 

No. 2 Back Saws come in 8, 
10, 12, 14, and 16 inch lengths. 

Every home workshop in 
your neighborhood is a pros- 
pect for this saw. Explain its 
merits to the next man who 
wants to see a “real” back 
saw. 

There is a best in every- 
thing and in saws it’s ATKINS. 

Just ask for “The Atkins 
Saw Book” if you want a mint 
of selling suggestions. 
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If You Must Do a Banking Business— 
Do It as a Banker Would 


ELLING goods on time does not differ greatly 
from loaning money—except in the way the 
two transactions are handled. 

If a banker loans money he carefully checks 
up on the responsibility of the borrower. He asks 
pointed questions, and insists on direct answers. He 
demands security and a fair rate of interest. He has 
money to sell, but somehow or other he does not fear 
that his proper attention to safety may induce his 
customers to go elsewhere to trade. 

But—when the average merchant sells goods on 
time, he often loans those goods without interest. 
Still more often he demands no security. His check-up 
on the buyer or “borrower of goods” is perfunctory 
and incomplete. He asks few questions, and beats 
around the bush in abject fear that the customer will 
resent “any prying into personal affairs” and go 
elsewhere to trade. By his policy of granting credit 
he encourages fraud and bad debts. 

Yet the merchant has just as much at stake when 
opening an account for the sale of merchandise as has 
the banker when he opens an account for the sale of 
money. He has the same right to insist on proper 
safeguards; the same right to expect that the bill will 
be paid when due. 

His handicap is fear, and it costs him a pretty 
penny every year. 

Here’s how the banker handles a similar transaction. 
First, he makes sure that the customer is honest; 
that his affairs are in good shape, and that he is able 
to pay; then he demands a maximum of protection in 
securities. If the “customer squirms” over the terms 
the banker says: “You do not anticipate that you will 
be unable to pay this note, do you?” “Certainly not,” 
replies the customer. “Well then,” the banker retorts: 
“What difference does it make what the terms are, 
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or what you sign? If you pay the note we can’t bother 
you. If you don’t think that you can meet this obli- 
gation when due, we would prefer not to do business 
with you at all.” 

It’s a difficult argument to answer, and usually the 
loan goes through and is paid when due. Meanwhile 
the customer acquires a distinct feeling of respect for 
the business judgment of the bank. It is doubtful if a 
bank loses many worth while customers through insis- 
tence on proper safeguards for loans. Some may have 
lost customers through the personal attitude of indi- 
viduals in charge of loans—but not through the policy 
of business safety. 

If you are going to,be a banker there is only one 
sensible way to proceed—use banking methods. Re- 
member that merchandise represents money; that 
passing it out on open account is practically the same 
as loaning its equivalent in cash; that you owe your 
business a reasonable attention to the safety of charge 
accounts. 

Credit is a good thing if properly extended. In the 
hardware business it is almost a necessity. It is not 
necessary, however, for any merchant to grant credit 
on a shipshod basis, or to take unnecessary risks. 

If the customer desires credit, and is worthy of it, 
he will not resent your taking sensible precautions to 
protect your own interests. If he does, answer him as 
the banker would. Tell him firmly, but courteously, 
your position in the matter. In the majority of cases 
he will see your point and take on an added respect 
for you and your business. If not, the chances are 
that you are better off without his account. 

One thing is certain: The independent merchant can- 
not profitably meet his present competition if he is 
handicapped by lax credit policy, and it takes courage 
to maintain the other kind. 
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Basiness Building 


Brushes 


doesn’t take any more time to sell Osborn Brushes and 
make the bigger profits. Every Osborn Brush is a fine 
tool—correct materials correctly designed to meet the 


needs of the job. 


Osborn Paint and varnish brushes, scratch brushes, floor 
brushes, push brooms, they are all made to specifications de- 
veloped by Osborn. Get your share of a profit-making 
business. Sell the dependable line of Osborn Brushes. 


JHE OSBORN MANUFALTURING LOMPANY 


5401 HAMILTON AVENUE + CLEVELAND, OHIO 
Branch Offices: New York + Detroit - Chicago - San Francisco - Los Angeles 





Osborn Oval 
Varnish or paint 
Brush No. 1927. 
Made in five sizes. 
This is an excel- 
lent brush for all 
general purposes. 


A Better Wearing Brush for Every Use 
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A continuous belt, on which were attached envelopes, appeared to pour “orders” on to the huge pile in the window 
P PP’ Pp ge p 


Milwaukee Hardware Store 
Proves Business IS Good 


Western Iron Stores show actual orders in an ani- 
mated window display which proves convincing to 


spectators. 


ONCRETE evidence of the fact that business 

is good with the Western Iron Stores Co., 

wholesale and retail distributors of hardware, 

tools and mill supplies, Milwaukee, Wis., is 
shown in the window display illustrated. The display 
proved so attractive that nearly every passer-by stopped 
to examine it more closely and to read the messages 
carried on the window cards used in connection with the 
display. In fact, the window was the “talk of the town”’ 
due to the optimistic note it fostered in the face of a 
business depression. By word-of-mouth, by telephone. 
by letters and in newspaper mentions, the firm received 
many compliments from persons who were favorably 
impressed with the display and the idea it sponsored. 


This window was the “talk of the town’”’ 


The fact that it was a motion display made it doubly 
attractive. 

One example of the mention the window received in 
Milwaukee newspapers reads: “Show Orders on Display 
—tTangible proof that business is good and is steadily 
improving for the Western Iron Stores Co., is presented 
in a novel window display of actual 1930 orders received 
by the concern. The symbol of prosperity is a bulging 
sack of mail orders received by the company from all 
parts of the country. The letters are shown falling from 
the sack into a great heap of orders, which carries the 
explanation in large letters that ‘Business Is Good.’ 
The display in the company’s show windows at W. Water 

(Continued on page 68) 
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HIS 50-year business cycle 
represents the long-term or 
major movement of busi- 
ness—three complete cycles 
have been plotted, and it will be 
noted that each of these cycles is a 
dead ringer for the one preceding 
it. We have, therefore, every rea- 
son to believe that the present cycle 
which we are in will follow a course 
similar to those of the past. 
Briefly, the 50-year cycle shows 
that business follows broad defla- 
tion for a period of 25 years—then 
it moves horizontally for 5 years— 
then it follows a broad rising ten- 
dency for 20 years. 
It will also be noted that while 


BATTLE OF WATERLOO 


| \ 


| “WAPOLEONIC WARS 


POOR CROPS 


PANIC OF 1827 
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these broad movements have been 
going on, there have been inter- 
movements of expansion and con- 
traction—this is important to get 
well fixed in one’s mind, otherwise 
serious confusion will result. 

So, to properly analyze business, 
we must first consider the broad 
movement, then we must analyze 
the intermediate or short-swing 
movement, which, of course, means 
present conditions, and conditions 
immediately ahead. 

The last general upward move- 
ment of the major cycle was from 
1900 to 1920. During this period a 
major expansion in business took 
place—all values steadily increased, 
and it is plain to be seen that, as a 
general policy, it was good business 
to buy and hold for higher and 
still higher prices. 

Then came the turn in 1920—the 
old major cycle came to an end, and 
the new cycle, in which we find our- 
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selves today, was ushered in by the 
crash of 1920-1921. 

From the broad aspect, therefore, 
we can look for a general declining 
tendency for 25 years from 1920, or 
until 1945, and during this period 
of general deflation we can assume 
that prices will steadily shrink. 

There is another thing this curve 
of the 50-year cycle shows us and 
that is that while these major 
swings are going on above and be- 
low what we call the base line, the 
tendency of the whole curve is a 
rising one. That is to say, the lows 
of each succeeding cycle are not 
quite so low as the ones preceding 
it, while the highs are always a 
little higher. 

In other words, the base line is 
not horizontal, but rises on a slight 
angle, which can be considered to 
represent, in fact, the generally in- 
creasing or rising standards of liv- 
ing. 
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DOWN TO Brass ‘Tacks 
se Se SF 


ANIFESTLY it would 
not be fair to assume 
as normal, standards 
of living when they 

are at the low point of the curve, 
and likewise we cannot assume 
boom-time standards of living as 
being normal—the average is 
what we are concerned with, and 
this average is constantly, though 
gradually, rising. 


And there is much confusion in 
the minds of people, both big and 
little, regarding this question of 
the average increase m _ our 
standards of living—many still 
believe that standard means the 
maximum they can get their 
hands on, and are very much hurt 
when they find they must accept 
less money for their services, for- 
getting that this reduced amount 
of money will buy just as much 
in a lower-price market as the 
greater amount bought in a high- 
er-price one. 


Where We Are Today 


To get back to our major cycle, 
we find ourselves in a broadly de- 
clining position, in which we will 
likely remain for the next four- 
teen years—but it will be noted 
that even though we have already 
been in a major decline for the 
past 11 years, we have had sharp 
intermovement swings of expan- 
sion and deflation. 


And it will also be noted that 
while these inter-movement swings 
have been violent, the high points 
have always been lower than the 
preceding highs, and the low 
points always lower than the pre- 





BE. B. GALLAHER 


E. B. GALLAHER 


sees plenty of busi- 
ness, but on the fol- 
lowing basis— 

Reduced Over- 
head; Avoidance of 
broken package 
buying; Prices in 
line with customers’ 
pocketbooks; Sala- 
ble goods bought at 
prices to allow profit 
resale in present 
market. 


ceding lows—in other words, the 
tendency is to follow the major 
swing, which is always falling at 
this stage of the cycle. 


Now, what does this all mean 
to us when translated into imme- 
diate business, and _ business 
which lies just ahead? 


In the first place, it means that 
there is going to be plenty of bus- 
iness for us all, as usual—get 
this firmly fixed in your minds. 
But, it also means that business, 
in future, is going to be done on 
a lower-price scale, and this. is 
where improved management 
comes in. 


Buying Power Becoming 
Smaller 


Now, to analyze present condi- 
tions still further: We find com- 
modity prices about as low as 
they are likely to go at this time. 
We find prices of manufactured 
goods deflated to some extent only 
—they have a-long way to go yet. 
Wholesale prices have not fully 
represented the deflation in prices 
of manufactured goods and not 
nearly reflected the decline in 
commodity prices. Retail prices 
have a long way to go before 
they fairly reflect commodity and 
wholesale prices. 


Meanwhile, buying power has 
been and is becoming smaller and 
smaller—the pocketbook is stead- 
ily shrinking, due to unemploy- 
ment and to the general reduction 
of all wages other than those of 
the organized groups. 


Here we have the situation—the 
next consideration is what are we 








30 ; HARDWARE AGE for FEBRUARY 19, 1931 





going to do about it? What is our 
best course to pursue? 


My own opinion of the situation 
which lies immediately ahead is 
that the present deflation will con- 
tinue until the various elements 
which are glaringly out of line 
are finally forced to deflate and 
come into line, as I can see no 
basis for a sound foundation on 
which to build future prosperity 
while part of our economic system 
is in deflation and the other part 
remains almost in full and com- 
plete inflation. 


Therefore, I look for a continu- 
ation of present conditions, more 
or less as they are, for some time 
to come, with first one, then an- 
other of the inflated elements fall- 
ing into line, until finally our de- 
flation will be completed—then, 
and not until then, will we make 
a real start upward. 


Managing Our Affairs 

In managing our affairs, there- 
fore, we should realize that in 
order to stay in business we must 
do three things—bring our prices 
down in line with the buying pow- 
er or pocketbooks of our custom- 
ers—buy goods which we know 
are now salable, and buy at prices 
that will allow us to resell at a 
profit in the present market—re- 
duce our overhead to the bone. 


We may now get down to brass 
tacks and look more closely at 
each of these three conditions. 


Anyone will agree that he can- 
not sell goods at prices which are 
higher than the consumer will pay. 
The thing we have to do, there- 
fore, is to ask ourselves just what 
the consumer wants—what he will 
buy, and what he will pay—this 
is our starting point under pres- 
ent economic conditions, as the 
consumer is in the saddle for the 
time being. We have no other 
choice. 


Consumers have less money to 
spend; with enormous unemploy- 
ment and misery all about, they 
are more cautious and conserva- 
tive. Those who have money are 
more apt to buy necessities than 
luxuries. 


Everybody who is in a position 


to buy anything is looking for two 
things—quality and price. What 


they buy must serve its purpose 
and last—it must represent full 
value. 


Most of us are gradually learn- 
ing that it is dangerous to buy on 
“prospects”—“prospects” in pur- 
chasing has led thousands to the 
poorhouse. 


The consumer today realizes 
that he has got to pay for what 
he gets with real money—not with 
promises. 


The merchant should realize 
that unless he sells for real 
money instead of promises he is 
heading straight into bankruptcy. 


In buying, therefore, we must 
pay especial attention, just at this 
time, to the kind of goods in our 
line for which there is a ready 
demand—now is not the time to 
experiment. And, in this connec- 
tion, we may be certain that the 
majority of items will be found 
to be in the necessity class. 


Necessities of the right kind— 
priced right and of the right qual- 
ity, are always salable and may 
be stocked at the minimum risk. 


One thing in this connection is 
also certain—if you haven’t got 
goods to sell you can’t sell them. 
But worse than losing a sale is 
losing a customer—if you haven’t 
got a comprehensive stock of sal- 
able goods on hand when your cus- 
tomer comes in you are certain to 
lose a sale, and likely to lose a 
customer also. 


Today, our merchants, as a 
whole, have too much free cash 
on hand and not enough invested 
in salable goods which they can 
offer at acceptable prices. 


In buying your stock in today’s 
market, you should realize that 
prices are falling—this means 
that prices today may be lower 
tomorrow. 


Your purchasing agent at once 
becomes one of the two most im- 
portant factors in your business— 
his job is to get the lowest avail- 
able price on your requirements 
at the time of purchase. He 
should never assume that an old 
quotation means anything today— 
he must get new quotations every 
time he buys. He must buy bar- 
gains and real values. 


The buyer should be in intimate 
contact with the selling end of 
the business—he must know how 
fast stock is being disposed of. 
Guesswork doesn’t go these days. 


Then, the buyer must buy on an 
economic basis if he expects to 
get the best available price. Few 
buyers even give this important 
fact any thought. But it will make 
a difference. I refer to purchase 
in unit packages, and in profitable 
quantity. 

Practically all manufacturers 
and all jobbers sell goods in some 
form of unit package. Units can 
and should be sold at a lower 
price than in broken packages. 


The jobber is supposed to buy 
in the larger manufacturers’ units 
and break them up into small- 
er, dealers’ units. This is part of 
his function as jobber. It is what 
he is paid to do. If the jobbers 
don’t buy in manufacturer’s units 
—and many of them don’t—they 
usually pay more than they should. 
Thus, by shirking their job the 
goods cost them more and their 
price to the retailer is higher than 
it should and would be if they did 
the job as they should. 


Likewise, the dealer has run 
ragged the exploded theory that 
hand-to-mouth buying is good eco- 
nomics. It’s the poorest and most 
uneconomic thing he can do. 


This does not mean that a dealer 
should load himself up with a larger 
stock than -he is able to turn prop- 
erly—this would also be unsound. 
It does mean that he should confine 
his purchases to goods for which he 
has a ready market—then he should 
order in large enough quantity at 
a time—and in unit packages wher- 
ever possible—in order that the 
jobber can handle the goods at a 
profit instead of at a loss. Fully 
half the orders coming to jobbers 
today are in such small units that 
they are handled in the red. This 
loss is sheer waste. It goes directly 
into the jobber’s overhead and is at 
once reflected in higher prices to 
the dealer. 


A good buyer, knowing this fact, 
can usually arrange his buying on 
a profitable basis for the jobber, 
then press for a better price, which, 
by the way, he often gets. 

(Continued on page 71) 
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HAVE YOU A 


LISTLESS MAILING LIST? 


Here’s How to Pep It Up! 


HERE is a way to over- 
come the waste resulting 
from the average mailing 
of advertising matter. The 
important thing is to have right 
mailing list. It is even more im- 
portant than the printing, the sta- 
tionery or even the message itself. 
One thousand letters sent to the 
right people will outsell three thou- 
sand sent hit or miss—and at one- 
third the cost. The list is the thing. 


How to Get the Right List 


The way to get this right list is 
to build it. Your list is walking in 
and out of your store every day— 
they are your own customers! They 
are the basic foundation of your 
list. They are your kind. They 
know you. They are your most pro- 
ductive field and it is the height of 





VP TO THE 
MINUTE 


financial foolishness to send direct 
mail out after new customers before 
you have cultivated your own trade 
intensively. Repeated tests prove 
that a list of your own customers 
will respond as much as five to one 
over any other list. 


Let no man think he owns his 


’ trade; that he need not keep in 


touch with them. What would you 
think of a farmer 
who spent all of 


found worms yesterday. And she 
keeps scratching at that spot until 
it is de-wormed. 


If you have no list of customers 
you have no business attempting 
direct mail till you get one. Take 
every customer’s name and address 
if possible. Record as much vital 
information as is possible and prac- 

(Continued on page 66) 
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Many merchants do not 
know they can keep their 
mailing lists corrected by 
printing a request on third 
class matter asking the post- 
master to notify them. on 
FORM 3547 in case the 
addressee has moved. This 
form compels the carrier to _ 
fill in the NEW address as 
well as the old 
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Your “Approach” May Be Good—But 
How About Your “Get-Away?” 


By SAUNDERS NORVELL 


HE Kelly-Capper bill, having been amended, 
trimmed up and made absolutely innocuous, 
was passed by the House and is now in the 
hands of a Senate committee. The bill as 
amended would not be recognized by its best friends. 
I am reminded of the story of the widow of an Irish- 
man who desired a picture of her defunct spouse. 
She had no photograph, but she went to a well-known 
artist and described Pat to him. The artist thought 
he could do the job from her description. Finally the 
time came when the picture was finished and a num- 
ber of friends were invited to be present at the “un- 
veiling.” When the curtain covering the picture was 
drawn aside, Mrs. Pat burst into tears. Her form 
shook with sobs. The artist stepped over to her and 
said: “Is the picture like Pat?” “Sure,” she an- 
swered, “but my goodness how he has changed!” 


* * * 


Among my letters I find one from a hardware trav- 
eling salesman who states that he has read a number 
of articles in various magazines about how to ap- 
proach a prospect. He states he has adopted some 
of these approaches with various degrees of success. 
However, he writes that he believes whether a sales- 
man has been successful in selling goods or whether 
he has been turned down by the buyer, his “get-away” 
is just as important as his approach, and he adds that 
he has never seen an article on the “get-away.” 
When I read this letter I stopped to think whether I 
had ever read anything myself, or heard any talk on 
the “get-away” of a salesman, and I cannot remem- 
ber ever having seen or heard anything at all on the 
subject. 


We will all admit that while first impressions are 
important, last impressions are just as important, and 
probably more so. Personally I had many men call on 
me who did not at first make a very favorable impres- 
sion, but after I had talked with them for a while 
they impressed me more and more favorably. I re- 
member one case where a man was recommended to 
me very highly. He called. When I first looked at him 
I was very unfavorably impressed. He actually looked 
stupid. His opening remarks were anything but in- 
teresting. But when I sat down and had a real talk 
with this man I found that he was unusually shrewd, 
in fact, had a brilliant mind. He left me with an 
entirely different impression than the one he made 
when he came. In some respects I believe a sales- 
man of this type is stronger than one of the very 
brilliant-appearing fellows. When a salesman goes at 
a prospect with a talk that is too brilliant, it excites 
a feeling of resistance on the part of the buyer. A 


man who talks too well frequently arouses suspicion. 
The buyer is afraid of being persuaded against his 
better judgment. On the other hand, a man who has 
the appearance of being rather dull allays this sus- 
picion. The buyer is just a little sorry for him and 
this feeling of sympathy is a great help in selling 
goods. I have even known salesmen who adopted an 
inferiority style of approach just to make the right 
impression on a buyer. 

Many years ago I knew a tool salesman who called 
on customers wearing an old slouch hat and a blue 
flannel shirt. He looked like a mechanic. As a matter 
of fact, he opened his sales talk by saying he had 
been brought up in the factory. Didn’t know any- 
thing about salesmanship but was pretty well posted 
on tools, as he had made them himself. Then this 
man would open up a tool talk that was exceedingly 
interesting, and he proved by his talk that he was a 
master of the art of tool making. He was a very suc- 
cessful salesman, and I am inclined to believe that he 
was far more successful in his réle of a mechanic 
selling goods then he would have been dressed up 
with a white collar, spats and a derby hat. 


* * * 


Of course every dealer is almost every salesman’s 
personal and best friend. I have had the interesting 
experience of reading correspondence about certain 
retail dealers written to their houses by several dif- 
ferent salesmen of jobbing concerns. In every case 
each dealer was the personal friend of the salesman. 
Inevery case, prices being equal, this salesman would 
be sure to get the business. In every case as the sales- 
man did not get the business he was sure the other 
salesmen had cut the price, because nothing but a 
cut price would lead his personal friend to give the 
order to another fellow. 

I have also had the experience in my own business 
of having a letter from one of my own salesmen tell- 
ing me that a certain dealer was his personal and best 
friend. This salesman and the dealer, according to 
the salesman’s story, were just as close as Damon 
and Pythias. However, at the same time I happened 
to have a letter from the dealer in question asking us 
to please send another salesman to call on him as he 
regretted to say he didn’t like this particular sales- 
man. 

* * * 

It would, therefore, seem that salesmen kid them- 
selves a good deal about their personal and best 
friends. I myself, when I was a salesman, had ac- 
counts that I thought were solid for me. I took care 
of these accounts the best I knew how. I thought 
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that the buyers were my personal and best friends. 
Then I have had the shocking experience of entering 
a store and finding the counters stacked up with a 
new line of goods just opened, bought from my com- 
petitor. Just what should a salesman do under such 
circumstances? When I was very young, I got mad. 
My feelings were hurt. It shocked me to realize that 
my friend was not treating me right. I expressed my- 
self to the buyer along these lines. The results were 
not entirely satisfactory. The buyer indicated that I 
didn’t own him and he had the right to buy goods 
where he pleased. I therefore decided on the next 
occasion of this kind to change my tactics. 

Sure enough, one day in a Western town, I arrived 
at the store of one of my accounts to find a new lot of 
goods stacked up on the counter ready for checking. 
These goods were from a competitor of ours. It hap- 
pened to be a Saturday. This merchant was very 
busy. I made no comment, but suggested to him that 
as they were so busy I might help. What could I 
do? “Well,” he replied, “the best thing you could do 
to help us would be to mark up those goods I bought 
from your competitor.” So he handed me the invoice 
and I checked up the items, figured out the price of 
each, the different percentages for freight and ex- 
penses and marked each package in pencil with the 
cost and selling price. I spent the whole day work- 
ing with this customer. I made no complaint about 
the lost business. That night without any remarks, 
the dealer gave me a very nice order. Years after- 
wards he told me that he expected me to get “hot un- 
der the collar” when I saw those goods, but the man- 
ner in which I acted entirely disarmed him. 

oa * % x 

I have not only scld goods, but I have bought them, 
and even when I was not the buyer, I have called on 
manufacturers from whom we bought largely. What a 
difference in their treatment! For a man coming 
from the West calling on a mgnufacturer from whom 
he buys a great many goods, it is just a little irritat- 
ing to send in one’s card and then wait in the outer 
office for thirty or forty-five minutes. The man from 
the West does not realize that New Yorkers usually 
live in some suburban town. It frequently takes them 
one hour to one and one-half hours to get to their 
offices. Therefore they get down late and leave early. 
Taking lunch time off in the middle of the day leaves 
very little actual working time. Such being the case, 
they work at high pressure and Western customers 
sometimes are compelled to wait. The Westerner who 
gets down to his office in fifteen minutes and gets 
home in fifteen minutes, has more time in his office, 
and is, as a rule, not pressed for time in greeting his 
customers. Therefore, he can’t understand this 
Eastern. attitude. 

As stated, I can remember when I was a jobber 
and came East, how I was impressed with the differ- 
ence in the reception I received from different manu- 
facturers. Now some of these manufacturers were all 
right on the approach. They received you all right, 
but a good many of them didn’t watc hthe little details 
at the finish of the interview. Let me illustrate. A 
Western customer calls at one of the large buildings 
where a manufacturer has his offices. He finally finds 


the right floor and ultimately the right door. At this 
door sits a man or young woman, usually with a tele- 
phone near by. You tell this guardian of the door whom 
you wish to see and hand him your card. Sometimes 
your card is taken into the inner office and sometimes 
the guardian of the door telephones. Then you are 
shown a seat in a reception room and often, not al- 
ways, you wait. Finally an office boy will show you 
through several offices into the inner sanctum where 
you meet the head of the business. So far, so good. 
When you leave, some of these gentlemen simply rise 
from their chairs, shake hands and leave you to try 
to find your way out alone. Now this is where the 
difference comes in. One president or general sales 
manager will escort you through the office to the front 
door of the general offices. I have even had them take 
me to the elevator. Now that, in my opinion, is not 
a bad finish. It shows interest. Then, again, I have 
had presidents and sales managers ask me if I wished 
a taxi, and if I did, they telephoned and ordered a 
taxi for me and in some cases have even gone down- 
stairs with me to the entrance of the building and 
seen me off in the taxi. Of course this latter atten- 
tion is unusual, but I am just trying to think up some 
of the “get-aways” I have observed. 
* * * 

I have also known some Eastern concerns who would 
take the trouble to ask you at what hotel you were 
stopping. They would also inquire if you wished any 
theater tickets. They would say, for instance, that 
they had arrangements with some ticket brokers by 
which they had no difficulty in getting tickets for 
some of the very popular plays. They even recom- 
mended some of the best plays that were running in 
New York. Other manufacturers would invite you to 
visit their plants so you could see how the goods were 
made. If you went to these plants, as we sometimes 
did, you would find an automobile waiting for you at 
the station. These same manufacturers would sug- 
gest that when your buyers or even your salesmen 
came East that you have them call and go through 
the plant and when fhese buyers or salesmen did 
go they were very courteously entertained. Nat- 
urally service such as this, in the end is very much 
appreciated, but I regret to say in the case of many 
other manufacturers not a suggestion of this kind 
was made. You were impressed with the fact that the 
head men were exceedingly busy, had very little time 
to waste and the quicker you were on your way the 
better. 

* * * 

There are even some manufacturers who always have 
in their offices little souvenirs of their goods, nice 
little presents (not amounting to much in dollars and 
cents) for the visitor to take home for the family. 
A little courtesy like this is also not a bad idea be- 
cause when the Western merchant has to carry these 
samples home, he is certainly impressed with the 
goods as he is forced to handle them. 

* * * 


One great advantage in doing business in New 
York is in the fact that sooner or later almost every 
dealer in the country visits the metropolis. If you 

(Continued on page 75) 
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If You Want the Women’s Trade 


Try These Methods 


By C. E. SNYDER 


HE women of America spend an average of 

three hundred thousand dollars a minute. It 

sounds like a lot of money, and it is. How- 

ever, when we take into consideration all the 
merchandise that passes over retail counters, it is esti- 
mated that women buy 85 per cent of it. In other 
words, women spend about 82 per cent of their hus- 
bands’ incomes, aside from what goes into savings. 
Naturally modern sales effort must be directed largely 
toward women. 


Meanwhile 89 per cent of the merchandise purchased 
every day is bought through the sense of sight. Since 
today the merchant must bid more strongly for the con- 
sumer’s dollar than ever before, he must first present 
his merchandise so that it can be seen, and in such a 
way that it will create in the customer’s mind a desire 
to possess. 


This means that goods should be displayed in related 
groups, so that each item will not only automatically 
suggest another, but will create a desire to own another. 
At the same time his store as a whole must reflect a 
created price atmosphere, because women are natural 
bargain hunters, even though they sometimes hate to 
admit it. 


The one question which I have been asked most fre- 
quently is: How do you create a price atmosphere? 


In the first place, let me state that as one walks along, 


the human eye looks forward on a line which strikes 
the walking surface at a point about 60 feet ahead. 
This rule applies always when entering a store, because 
no one looks over the level of the eye, at this point. This 
fact has a very decided influence in the creating of 
price atmosphere in a store. 


It has been found by tests made on many sales tables 
of various heights that a woman can be kept walking 
farther into a store when merchandise of the table 
variety is displayed 34 inches above the floor—and not 
to exceed 36 inches. 2 


Suppose we take such a table, and on it place thirty- 
five fast selling, popular priced tool items. Then we 
place this table directly in-front of a wall or sample 
door display of high grade tools, bearing in mind the 
fact that it often requires cheap tools to sell good ones. 
Show a customer a 69c. hammer, letting him compare 
it with one at $1.25, and nine times out of ten he will 
buy the better one. 


The arrangement suggested, with the cheaper tools 
on open display in front of the high grade ones, first 
draws the customer to the tool section, where the 35 
popular items are displayed on a table, with a bright 
price card in each partition. Now directly in the center 
of the rear side of the-table, and just 10 inches above 
the table top, there should be a pedestal with a glass 

(Continued on page 70) 
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This arrangement in merchandise is calculated to create a price atmosphere 
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ENOSHA, Wisconsin, is a 
city of about 57,000 peo- 
ple and exclusive paint 
stores as well as hard- 

ware stores carrying paint are 
numerous. In fact, it has been said 
that this city has a greater number 
of stores vieing for the paint user’s 
dollar, than any other city of its 
size in the country. In this setting 
the Jornt Brothers Hardware, 5006 
7th Ave., turns a $2,000 stock of 
paint more than five times annually. 
The firm is thoroughly convinced 
that in this era it is the unusual 
things that are done by a store 
which really serve to center the 
attention of the public on the estab- 
lishment. The unique delivery 
truck illustrated is one example of 
a different method for constantly 
reminding residents of Kenosha 
that the store is well prepared to 
satisfy their paint needs. 


The truck was built on a regular 
Ford model A chassis. It was de- 










How Jornt Brothers’ Unique Delivery Truck 


BUILDS PAINT 
BUSINESS 


signed and constructed by the A. J. 
Monday Co. cf Milwaukee. The 
body was so planned that the 
replica of a varnish can serves as 
the cab, while the well-known paint 
trade mark provides space for 
transporting merchandise. The at- 
tractive, attention-compelling truck 
is capable of carrying two barrels 
in the globe, and as one-half of the 
drivers seat is collapsible, an eight- 
foot ladder can also be accommo- 
dated. The car when parked, never 
fails to attract a crowd and when 
in motion those along the street 
turn their heads to look it over. 
The firm in asserting that they 
were very much pleased with the 
new truck, added that they were 
confident that the investment would 
pay for itself in a very short time. 


Decorative paint floats used in 
street parades are also used with 
good effect for calling attention to 
the store’s paint department. Two 
of the attractive floats which have 
been used on such occasions are 
pictured. In exploiting its paint 
department, the store also utilizes 


direct-by-mail advertising. Litera- 
ture such as pamphlets bearing 
upon decorative suggestions and 
handbooks illustrating color 
schemes have been found very ef- 
fective. 


Several years ago, when the firm 
decided to stock paint, they realized 
the necessity of putting in a good 
line and one that had a ready sale. 
The firm declares experience has 
proved to their satisfaction that in 
order to sell goods there must first 
be a demand created by advertising 
and trade-marks. The greater the 
extent of public acceptance the 
merchandise enjoys, the better the 
demand for it. 
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Light walls make this social hall in the First Presbyterian Church of New Rochelle, N. Y., a pleasant, cheerful room; while the 
darker wainscoting helps to eliminate a sense of bareness—a problem which hardware dealers will have to consider in giving 
decoration advice for the larger public room—John Russell Pope, Architect 


By B. A. HOUCK 


HE large paint contract means something to 

the hardware dealer in the small town. Paint 

contracts for the ordinary house or garage are 

just part of the expected income for the dealer. 
While they keep him from becoming poorer, he is not 
likely to become much richer on them. It is the big 
contract for the church, the community center, the court- 
house, the theater, the hospital or the school from which 
he can expect to secure large profits. Perhaps there 
will be only two or three of these a year; perhaps only 
one, but when one does come along, the dealer should 
be prepared to compete for it, not only with rival dealers 
in the town but with those in the nearby city. 


How is he to do this? His estimate may be as low 
as that of his competitor, his paint of as good a quality. 
These essentials, alone, are not enough to wrest the 
coveted business away. But if he can furnish additional 
service, service of such a nature as to interest the cus- 
tomer over and above price considerations and quality, 
then he has a head start in obtaining the contract. 


A Service to Customers 


The nature of this service is to furnish decoration 
advice to the customer based upon an analysis of the 
building which is to be painted. It should include sug- 
gestions for color schemes and finishes. That such a 
procedure is practical may be seen in the fact that many 
of the leading department stores have such a service for 
their customers in furniture drapery and house furnish- 
ings departments. When the home is being painted, the 


customer generally knows what color schemes he pre- 
fers. While he may come to the hardware dealer for 
some advice, if the dealer has built up a reputation for 
being able to give it, he is not likely to depend upon him 
entirely. But in the case of a public building, the 
builder as well as the owner is frequently at a loss about 
decoration requirements, realizing that they are differ- 
ent from those for the home. 


In this article I will discuss the general principles 
which the dealer must keep in mind when suggesting 
finishes and color schemes for the large building. Later, 
the special requirements of various types of public 
buildings will be taken up in more detail. 


On Light Reflection 


Except in the theater where artificial light is inevit- 
able, the iight reflecting qualities of various colors are 
important when public buildings are being considered. 
We know now that certain colors reflect a larger percent 
of the light that falls upon them than others. In gen- 
eral, these are all light colors. White leads the list, 
because it reflects 90 per cent of all the light which falls 
on it. Next comes cream which reflects 60 to 70 per 
cent of light. Yellow follows with reflective powers 
from 60 to 75 per cent perfect. Buff reflects from 50 
to 65 per cent of the light; yellow, green from 50 to 70 
per cent, and light red and light blue 35 to 50 per cent. 
Other colors reflect light in varying degrees, according 
to how much white they contain. 


From this information relating to the reflective pow- 
ers of colors, the hardware dealer can make color recom- 
mendations in his report on recommended finishes. Just 
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what colors to use in certain kinds of buildings is an 
individual matter which will be taken up more fully 
later. In general, though, churches, community centers, 
municipal buildings, hospitals, schools and many restau- 
rants gain in utility and good appearance by being 
painted in some color which is high in light-reflecting 
value. 


Preference of Owners 


In the matter of choosing between several light- 
reflecting colors upon which to base the color scheme 
of a building, the dealer must be guided by the prefer- 
ences of the owners but there are certain considerations 
which will help in his suggestions. Cool colors such as 
green, blue, gray and lemon yellow make a room look 
larger. The reverse is true of warm colors like red, 
pink, tan, golden yellow, orange or cream. While cool 
colors are very restful, they frequently make a place 
look cold when used in a large, generally sparsely fur- 
nished room, such as those found in community centers, 
schools and Sunday schools. Many of us recall the 
Sunday school rooms of our childhood which were fin- 
ished in the drabest colors imaginable and which were 
accountable for much of the Sunday gloom which sur- 
rounded our youth. The light green that has lightened 
so many modern rooms is often a wise and appropriate 
choice, especially if the room happens to be small, but 
its cold character is not always conducive to a spirit of 
cheerfulness. In such cases, a warm light yellow, or 
even a very pale, greyed orange will furnish warmth 
and make a room more attractive and friendly. 


While special finishes have their place in the home too, 
they are of prime importance in the public building. 
Large wall spaces seem’ uninteresting and barn-like 
when left completely without decoration. There are, of 
course, exceptions to this rule. Hospitals and schools 
generally have plain walls because perfectly plain sur- 
faces are very sanitary and easy to keep clean and are 
not distracting. But churches, community centers, 
municipal buildings, restaurants and theaters profit by 
the use of wall decoration and special finishes. Sponge 
stippling, scum- 
bling, Tiffany 
blending, grad- 
uated blending 
and _-_ spattering 
are some of the 
many finishes 
which the dealer 
can recommend 
in his analysis. 
Plastic paint 
offers variety and 
the exaggerated 
texture. which it 
gives is appro- 
priate only in a 
large room. 
Other unusually 
interesting ef- 
fects may be ob- 
tained by the use 
of the spray 
painting ma- 


Hotel dining rooms may appropriately be decorated in special finishes. 
finishes are also suitable for a large room of this type. 








chine. In recommending some of these when they 
are specifically suited, the hardware dealer opens up 
the possibility of a machine sale for himself. On 
the small paint job, he has less chance of success in 
suggesting a spray painting machine because the cost 
of the outlay is often greater than the customer is 
willing to pay for an individual piece of work. 


Decoration bears the same relationship to the large 
room that special wall finishes do; that is, the larger the 
room the more decoration it can stand. Even the very 
simple Sunday school room or community center room 
profits by a neat, unobtrusive stencil border. The 
dealer can select designs for this from his own stock 
of stencils. The elaborate theater and the municipal 
building may very well have their entire wall space 
decorated with an all-over stencil design like a lace 
stencil or with extremely elaborated deep borders or 
dados, stenciled. Ceilings too, lend themselves to elab- 
orate stencil treatment, especially if the spirit of the 
building’s architecture is Spanish or Italian. Ceiling 
decoration has the advantage of lowering apparently, 
the height of a ceiling. In large rooms where ceiling 
height is necessary, as in theaters and churches, the 
unfriendly effect which a very high ceiling gives can be 
somewhat mitigated by decorating it. 


Stains, Varnishes and Wood Finishes 


Suggestions for woodwork finishes should also be 
part of the dealer’s service to his important customer. 
In making these, he must remember that strong con- 
trast between walls and woodwork makes a room appear 
smaller and that woodwork painted in the same color as 
the walls or a closely related color, makes it seem larger. 
If an entire room is to be paneled in wood, as is often 
the case in the church, his knowledge of stains and 
varnishes will give him the opportunity to make specific 
and extremely practical suggestions. 


Then comes the question of cleanliness—a very im- 
portant one in a room which is used by a large number 
of persons. It is rather obviously true that a plain wall, 
4 finished with a 
glossy enamel 
paint in a light 
color which will 
show the dirt 
readily, is the 
most sanitary 
kind of wall. For 
hospitals and 
nurseries or kin- 
dergartens' this 
type of finish is 
generally used. 
But where ordi- 
nary cleanliness 
rather than rigid 
sanitation is re- 


Plastic 





quired, any 
painted finish 
can easily and 


satisfactorily be 
cleaned. This is a 
good sales point. 
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R. D. LUKE 
Vice-President, 
The Van Atta 
Hardware Co., 
2 Marion, Ohio 
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SMOKERS 


for Master Painters 


Brought Increased 
Paint Business to Van Atta 


Marion, Ohio, hardware firm does half of 


total paint business with Master Painters. 


HEN the Van Atta 
Hardware Co., Mar- 
ion, Ohio, decided 
that it really wanted 
the master painters’ business, it set 
out to secure it in a systematic 
manner. At the present time one- 
half of its paint business is de- 
rived from that source. As the 
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firm’s yearly paint volume aggre- 
gates $18,000, excluding turpen- 
tine, white lead and linseed oil, it 
is obvious that the store is secur- 
ing about $9,000 worth of business 
annually from master painters. 
Marion has a population of ap- 
proximately 30,000. 


4 Out of 5 Homes Need Paint 


A recent survey of the city, 
made by a national weekly publi- 
cation, revealed that 65 per cent 
of the residents of Marion own 
their own homes. As it has been 
found that the average family con- 
sumption of paints and varnishes 
in the United States is valued at 
$19.75, it can be deduced from 
these figures that a vast paint 
market exists in Marion, espe- 
cially when one considers that au- 
thoritative figures show that four 
out of five homes in the country 
need painting. In making the de- 
cision that the master painters’ 
trade was worthy of intensive de- 
velopment, the store was guided 
by the fact that it could not hope 
to receive more than half of the 
existing paint business in the city 
unless it cultivated the demand of 
professional painters. 


Master Painters Catered To 


Several years ago, it was the 


opinion of this firm that the busi-, 


ness of the master painter of that 
era was not entirely worthy of 
active solicitation for his patron- 
age. During the past few years, 
however, the firm’s views on this 
subject have changed, as the char- 
acteristics of the average master 
painter have changed for the 
better. Competition has eliminated 
most “fly-by-night” painters and 
the average master painter of to- 
day may be depended upon to meet 
his obligations, according to the 
experience of this firm. At the 
same time he has acquired a great- 
er degree of loyalty to one source 
of supply. 


All else being equal it is natu- 
ral for the master painter to pa- 
tronize the store that has evinced 
a desire to have his business. It 
is to be assumed that such a store 
would carry a complete stock, en- 
abling it to satisfy every need of 
the professional painter promptly, 


and would as well offer a line 
having the general acceptance of 
the painting trade and general 
public. The desire of the Van 
Atta Hardware Co. for the master 
painters’ business has been ex- 
pressed once or twice each year 
in a novel and very effective 
fashion. 


Such occasions take the form of 
smokers, held by the store, for 
which invitations are issued to all 
master painters and painting con- 
tractors in the city. Attendance 
at the smokers has often exceeded 
one hundred, and they have been 
the means of creating inestimable 
good will for the store. The repre- 
sentative of the manufacturer is 
always present to explain and 
demonstrate methods of applying 
new decorative effects, so that the 
smokers are instructive and edu- 
cational as well as interesting and 
enjoyable. Plenty of cigars, coffee 
and sandwiches are provided, and 
everyone has a very pleasant 
evening. 


Education, Too! 


At the same time the meetings 
are in reality also a school for 
the store’s employees, and they 
are better equipped to sell paint 
after they have acquired a wealth 
of information from listening to 
the painters talk shop in the ver- 
nacular of the trade. R. D. Luke, 
vice-president and general man- 
ager of the firm, said: “The 


smokers serve to create consider- 
able good will and are always well 


attended. The meetings are a di- 
rect help to the painters and indi- 
rectly they help us in many ways. 
We can do a better selling job. 
We become better acquainted with 
quantity paint buyers and our 
sales are stimulated. Often after 
such meetings we notice an almost 
immediate pick-up in the demand 
for materials which were demon- 
strated.” 


In dealing with master painters 
some items which are used by 
them are priced net. Aspecial dis- 
count which ranges upward to 10 
per cent is granted on purchases 
of house paints and common 
items. All accounts are carefully 
investigated before they are sold 
on credit terms. Very little trou- 
ble is reported in securing full 
and prompt payment of the bills 
contracted by master painters. 
The majority settle up regularly 
every thirty days, while a few pre- 
fer to settle for each individual 
job when it is completed. 


Changed to One Brand 


Six years ago the store was do- 
ing an annual volume of $7,500 
in paint. At that time fragments 
of six different lines were carried 
in stock. Now but one brand of 
paint is carried and more than 
twice as much business is trans- 
acted. The firm’s average invest- 
ment in a paint stock is approxi- 
mately $3,500. Mr. Luke stated 
that women customers buy the 
bulk of the paint which is not 

(Continued on page 67) 




















40 HARDWARE AGE for FEBRUARY IQ, 1931 





Pacific Northwest Association Urges 
Investigation of Public Utility 


Merchandising 





J. C. LAMPERT 
Retiring President 


EMBERS in attendance at 
M the twenty-sixth annual 

convention of the Pacific 
Northwest Hardware and Imple- 
ment Association Convention, 
which convened in Spokane on 
Feb. 4 to 6 inclusive, adopted a 
special resolution recording the 
sense of the association that the 
State Public Utility Commission 
be urged to investigate the mer- 
chandising practices of power 
companies. Objections were voiced 
with respect to the public utilities 
policy in absorbing the cost of 
merchandising and appliance sell- 
ing and passing such costs along 
to the service consumers as rate 
payers. The resolution further re- 
quests that power companies be 
compelled to segregate the mer- 
chandising charges from the ap- 
proved rates for light, heat and 
power. 


When the 1932 convention meets 
under the direction of President 
A. E. Vaughn of Aberdeen, Wash., 
it will be at Tacoma. This will be 
the first time that the famous mill 
city on Puget Sound has ever had 
the pleasure of entertaining the 
annual convention. It is expected 
that thus favoring the “West 
Side” will increase the attend- 
ance and interest, especially from 
western Washington. 


Although the meeting at Spo- 


A. E. VAUGHN 
New President 


E. E. LUCAS 


Secretary-Treasurer 


kane was not as largely attended 
as in previous years, and although 
the association has its problems 
in balancing its budget in a sec- 
tion where depreciated wheat, 
lumber and metal-mine products 
are the principal means of sup- 
port, nevertheless every one of the 
nearly 100 men who attended the 
meeting felt amply repaid for two 
and a half days of intensive dis- 
cussion of trade problems and 
forecasts. 


President Lampert’s Address 


Following the standardized out- 
line for state convention pro- 
grams, after-the welcoming cere- 
monies were concluded, President 
John Lampert of Yakima called 
the opening session to order and 
reported his attendance at the St. 
Louis Congress. He suggested a 
change in the association’s consti- 
tution whereby a single conven- 
tion should be held annually to 
embrace Oregon and Idaho as well 
as Washington. The territory 
would then be divided into four 
districts, Oregon, southern Idaho, 
western Washington, and the so- 
called Inland Empire, tributary to 
Spokane. Each _ section would 
have equal representation on the 
governing body, the presidency 
and the place of meeting would al- 
ternate between the four areas. A 
committee was appointed to con- 


sider this change and report next 
year. 

Brice M. Mase, Jr., western 
representative of the U. S. Depart- 
ment of Foreign and Domestic 
Commerce, made one of the fea- 
ture addresses of the convention, 
touching on the real though un- 
appreciated progress made during 
so-called lean years, the assur- 
ance of a more satisfactory bal- 
ance between supply and demand 
after a season or two, and the po- 
tential value to retail merchants 
of the recent national survey of re- 
tail credit practices and the forth- 
coming announcement of the re- 
sults of the census of distribution 
made last year in connection with 
the census. 

The second day’s sessions on 
Thursday covered the prescribed 
program on Better Merchandising 
and Teamwork in Merchandising, 
including a study of the merchan- 
dising job, store management, the 
business of selling and the prob- 
lem of buying. Except for ad- 
dresses by Roy R. Gill, vice-pres- 
ident of the Holley-Mason Hard- 
ware Co., and R. W. Neighbor, Pa- 
cific Coast manager E. C. Atkins 
& Co., on behalf of the wholesal- 
ers and manufacturers respective- 
ly, the speakers were all from the 
membership of the association, 
covering topics as follows: 

“The Job of Retailing,” John 
Miller, Lind, Wash.; “Store Man- 
agement,” R. C. Sinclair, Yakima, 
Wash.; “Business Control,” A. E. 
Vaughn, Aberdeen, Wash.; “Credit 
Control,” A. E. Rowe, Spokane 
Merchants Association; “Selling 
Outside the Store,” J. N. Ott, 
Ritzville, Wash.; A. L. Barnes, 
Lewiston, Idaho; “Installment 
Selling,” A. L. Callow, Elma, 
Wash.; “Understanding Consum- 
er Attitude,” Ray Cavanaugh, Au- 
burn, Wash.; “Facing the Facts 
of Competition,” Ray Chenoweth, 
Pasco, Wash. All sessions were 
summarized by Paul J. Stokes, Di- 
rector of Research from Indian- 
apolis, who also addressed the 
first session on “Economic Reflec- 
tions.” 
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The implement session on Fri- 
day morning was one of the best 
attended and most vital of the 
convention, developing very defi- 
nitely the future promise for prog- 
ress and the constructive strides 
that are being made in this de- 
partment of the business. Speak- 
ers were Prof. C. C. Johnson, De- 
partment of Agricultural Engi- 
neering, Washington State Col- 
lege, Pullman, Wash.; E. L. 
Hughes, northwest branch man- 
ager, Minneapolis-Moline Power 
Implement Co.; W. O. Munsell, 
president and general manager, 
Mitchell, Lewis & Staver Co. 
These men spoke respectively 
from the standpoint of the young 
man in agriculture, the agricul- 
tural engineer and the manufac- 
turers’ and jobbers’ responsibility. 


The closing session was ad- 
dressed by Arno Dale Strong on 
the destiny of the “Far West of 
the Future,” by Osgood Murdock, 
editor of Hardware World, on 
“Significant Western Hardware 
Stores,” and by Dr. W. J. Hind- 
ley, educational director of the 
Washington Merchants’ Associa- 
tion, with an inspirational key- 
note closing address and a chal- 
lenge to apply convention infor- 
mation, enlarge association mem- 
bership and in general to further 


the progress of the hardware in- 
dustry. 

An elaborate banquet and enter- 
tainment program were tendered 
to visitors at the close of the 
meeting through the courtesy of 
Spokane manufacturers and 
wholesalers, with W. O. Munsell 
acting as toastmaster, and with 
association officers and visiting 
speakers responding to toasts. The 
visiting ladies were received at a 
separate dinner. The hospitality 
committee in charge of these af- 
fairs included John A. Michels, 
International Harvester Co.; Jay 
L. Brown, Mitchell, Lewis & 
Staver Co.; C. W. Moore, W. P. 
Fuller & Co.; James H. Foulds, 
Holley-Mason Hardware Co. 


Budget Indorsed 


The auditing and budget com- 
mittee was unanimously indorsed 
in its recommended budget of ap- 
proximately $6,000 for the coming 
year, including dues of $900 to the 
National Association, providing 
for resignation from the National 
Federation of Implement Dealers 
Associations, and without pro- 
vision for attendance at the Na- 
tional Congress in June by pres- 
idents or secretary. 


The association also indorsed by 
resolution a proposed law to pro- 


vide a reasonable compensation or 
fee to cover the costs of merchants 
in issuing hunting and fishing li- 
censes and also a proposed change 
in the garnishment law of Wash- 
ington. 


The following new trustees 
were elected for a_ three-year 
term: Fred A. Ernst, Seattle; 
J. N. Ott, Ritzville; John Oud, 
Orofino (Idaho); A. L. Barnes, 
Lewiston (Idaho); R. C. Sinclair, 
Yakima; Ray Chenoweth, Pasco. 


The following trustees continue 
in office: Term expiring in 1932, 
C. E. Stewart, Wenatchee; L. M. 
Collins, Fairfield; A. E. Vaughn, 
Aberdeen; J. C. Lampert, Yakima, 
Wash.; I. G. Kjosness, Lewiston, 
Idaho; Neil Cochran, Snohomish, 
Wash. Term expiring 1933, J. M. 
D. Hansberry, Seattle, Wash.; C. 
G. Jennings, Tacoma, Wash.; W. 
iH Richardson, Harrington, 
Wash.; Ray Cavanaugh, Auburn, 
Wash.; F. K. Jackson, Montesano, 
Wash.; C. E. Robertson, Spokane, 
Wash. 


Following adjournment the di- 
rectors elected the following offi- 
cers for the coming year: Pres- 
ident, A. E. Vaughn, Aberdeen; 
first vice-president, J. N. Ott, Ritz- 
ville; second vice-president, Ray 
Cavanaugh, Auburn; secretary- 
treasurer, E. E. Lucas, Spokane. 





Window Trimming School Was Feature 


of Wisconsin Convention 


EAMWORK in merchandising 

I held the interest of many hun- 

dreds of Wisconsin hardware 
dealers at their annual convention in 
Milwaukee opening Feb. 3 and clos- 
ing Feb. 6. Each day was crowded to 
the limit with lectures, demonstra- 
tions, movies, entertainment and other 
features. There was not a dull mo- 
ment for anyone at any time. In 
short, it was the busiest convention 
ever staged under the auspices of the 
secretary and his staff. 

A new and interesting feature of 
the convention was the school of win- 
dow trimming held on Tuesday eve- 
ning and continued through Wednes- 
day evening. Several hundred deal- 
ers and their salesmen availed them- 
selves of the opportunity to learn 
first hand about window display and 
advertising from two practical men, 
both of whom are outstanding in this 
type of work. A keen interest was 
manifested and a unanimous vote in- 
dicated a sentiment in favor of a sim- 
ilar school being given every year in 





W. C. HUCHTHAUSEN 
New President 


connection with the annual conven- 
tion. 

The following officers and directors 
were chosen to guide the destinies of 





B. CHRISTIANSON 


Stevens Point, Sec.-Treas. 





H. H. MEYER 
Retiring President 


the association throughout the com- 
ing year: W. C. Huchthausen, Mani- 
towoc, president; B. Christianson, 
Stevens Point, secretary - treasurer. 
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Members of the executive committee: 
Albert Schlatter, New Glarus; J. E. 
Garaghan, Whitehall; G. G. Jones, 
Racine; and Theo. Suennen, Hudson. 
The advisory board, composed of past- 
presidents, includes H. H. Meyer, Sha- 
wano; H. A. Fuge, West Bend, and 
William M. Ott, Baraboo. 

“Teamwork in Hardware Merchan- 
dising” was discussed and rediscussed 
in its various phases. The extreme 
interest and the splendid attendance 
at all convention sessions proved that 
Wisconsin dealers are hopeful that 
the solution of their problems will be 
found in cooperation of all branches 
of the hardware trade. As one mer- 
chant expressed it: “With the help 
of our jobbers and manufacturers and 
with our association to guide us into 
the paths of efficient merchandising, 
we simply can’t lose.” 


The President’s Message 


Optimism pervaded the message de- 
livered by President H. H. Meyer, 
Shawano, to his organization. Among 
the outstanding highlights of his talk 
were: “There can be no better advice 
to the merchant today than to study 
and follow plans and experiences of 
other successful merchants.” 

“Nineteen hundred and thirty-one 
will show trends of improvement, 
employment will increase, hopes will 
respond, but all of this will be slow.” 

“The biggest thing is always ahead 
of you. Never believe you have done 
the big thing in your career.” 

“The motto for every hardware 
dealer in 1931 should be: ‘Sell more 
at less expense.’ ” 

Following Mr. Meyer’s address, Llew 
S. Soule, editor, HARDWARE AGE, dis- 
cussed the subject of “The Merchant 
and His Job.” Mr. Soule took the atti- 
tude that the merchant’s job is to 
conduct a business profitably, and 
that this entails the securing of more 
regular customers. The logical thing, 


therefore, he contended, is to find out 
what is the principal factor in induc- 
ing people to trade regularly at a 
store, after making an initial pur- 
chase. Mr. Soule declared it was nei- 
ther price, location or kind of mer- 
chandise, although each of these fac- 
tors has a bearing on the subject. 
Other things being equal, he said, peo- 
ple prefer to trade with people they 
like. Therefore, the principal factor 
in building regular customers is to 
have the right kind of human element 
in the stores, and to so train them 
that their personality will attract and 
hold customers. He gave numerous 
examples to illustrate and prove his 
point. 

Other speakers at this session were: 
Veach C. Redd, Cynthiana, Ky., 
speaking on “The Job of Retailing”; 
Clifford B. Crets, vice-president, Van 
Camp Hardware & Iron Co., Indian- 
apolis, who discussed “A Joint En- 
terprise,” and Van B. Hooper, presi- 
dent, General Grinders Corporation, 
Milwaukee, whose topic was “Follow- 
ing Through.” Owing to the lack of 
time, the summarization by Herbert 
P. Sheets of Indianapolis was post- 
poned until the following session. 


A “Talkie” on Paint 


An interesting talking movie, il- 
lustrating the manufacturing proc- 
esses in paints, oil, varnishes and 
brushes, was shown Wednesday and 
held the undivided attention of over 
300 merchants and salesmen. Know- 
ing your merchandise better is con- 
ceded a most valuable aid in selling 
and those in attendance learned paint 
and its accessories as never before. 

Thursday morning’s session in- 
cluded such speakers as Hobert R. 
Beatty, Clinton, Ill., who spoke on 
“Managing for Profit.’ Herbert P. 
Sheets, Indianapolis, talking on “The 
Man in Management,” as well as 
dealer speakers from among the mem- 


bership. Those who discussed the 
various angles of the subject of man- 
agement were: E. W. Peterson, Theo. 
Suennen, A. C. Ryczek, Bert Walz, 
Arthur Stangel, J. E. Garaghan, R. I. 
Baumann, B. C. Davis, Max Friday 
and A. Vanden Wymelenberg. 

Harold Firth, fieldman of the IIli- 
nois Retail Hardware Association, 
followed with a demonstration of 
what was accomplished for Illinois 
dealers through use of association 
stock control. Profits and sales were 
increased and expenses reduced. Ac- 
tual figures were submitted and a 
very favorable sentiment for business 
control was built up among those 
present. 


Friday’s Session 


Friday afternoon’s session con- 
cluded the convention and a splendid 
audience greeted the various speak- 
ers. Milan V. Ayres of Chicago, 
Finance Company specialist, proved 
the soundness of installment selling 
as a credit plan worthy of the con- 
sideration of everyone present. 

The talk of Dr. Stanley L. Krebs 
on “Doubling Hardware Sales” was 
inspiring. He cautioned against high- 
pressure salesmanship and stressed 
the need of greater courtesy and kind- 
liness in the sales force as most nec- 
essary in the building of a store’s 
clientele. 

Governor LaFollette, the newly 
elected chief executive of the State, 
was forced to substitute Lieutenant- 
Governor Huber, who spoke of the ad- 
ministration’s attitude toward the 
chain stores, in the interests of the 
independent merchant. 


The entertainment features of the 
convention were well received. A ban- 
quet for all and a bridge-luncheon, 
as well as a style show and luncheon 
for the ladies, were voted as enjoyable 
features. 








spect. 


The First Successful Reaper 


IKE many new inventions the first successful 
reaper, the product of the minds of Robert 
McCormick and his son Cyrus was scoffed 

at by the farmers in the vicinity of the McCor- 
mick farm in Virginia, where it was first dem- 
onstrated. The efficiency of the reaper, however, 
soon changed the scoffing into wonder and re- 
Cyrus McCormick really perfected the 
great labor saver after the elder McCormick had 
given up the experiment before it was success- 
fully used as a horse-drawn implement. 

The reaper did not really become popular until 
Civil War days in 1861. 
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Oklahoma Convention Was Largest in History 


The Oklahoma Hardware & Imple- 
ment Association convention and ex- 
hibition, which was held in Oklahoma 
City on Jan. 27 to 29, inclusive, had 
the largest attendance in its history. 
Registration reached 825 as against 
726 last year. The following officers 
were chosen to direct the affairs of 
the organization during the coming 
year: President, B. M. Hippard, Wa- 
tonga; first vice-president, Ear] Lit- 
trell, Sayre; second vice-president, 
E. O. Flood, Mountain View. New 
members elected to the board were: 
L. C. Clark, Tulsa, and H. C. Dobyns, 
Stigler. 

H. Elton Pease, manager, Standard 
Service Incorporated, Chicago, gave 
an interesting talk on “Increasing the 
Selling Power of Your Display Space,” 
and emphasized the fact that it was 
necessary to advertise our business by 
telling the people what we have, 
through talking signs. The points 
used in his address were that we 
should consider the real value of our 
display windows for, if based on the 
rents, will change the value of our 
store windows when placed at from 
65 per cent to 75 per cent. 

C. J. Whipple, president, Hibbard, 
Spencer, Bartlett & Co., Chicago, 
talked on the subject of “Merchandis- 
ing a Joint Enterprise.” He empha- 
sized the fact that it is omly through 
teamwork that we can hope to survive. 


Following Through Is _Presi- 


dent’s Subject 


S. E. Clarkson, president, Oklahoma 
City Hardware Co., Oklahoma City, 
gave a very interesting talk on the 
subject “Following Through” and 
emphasized the necessity of close co- 
operation between the three links of 
the distribution chain; also explained 
to the dealers what his company is 
doing in the way of helping dealers 
through store planning and re-ar- 
rangement of stores. He called atten- 
tion to the retail goods evil and asked 
that the dealers buy in package quan- 
tities as much as possible to keep 
down distribution cost. 

In the forum discussion Tuesday, 
H. C. Dobyns, Stigler, talked on the 
“Study of Consumer Needs.” Ralph 
Littrell, of Sayre, gave an interesting 
talk on what his firm is doing in the 
study of new lines. F. S. Murphy of 
Foss told the convention what he had 
gained through remodeling three of 
his stores. That was a most interest- 
ing talk. He also emphasized the fact 
that he would not go back to the old 
way of merchandising under any 
consideration. B. U. Rector, El Reno, 
gave us a very interesting talk on 
“Installment Selling,” told how he 
sold 1180 cream separators with only 





R. S. GOFFE 
Retiring President 


two repossessions and emphasized the 
fact that the installment business was 
a good business if run right. 

The talk by Mike O’Neil, manager, 
Richards & Conover Hardware Co., 
Oklahoma City, was very much ap- 
preciated, and Mr. O’Neil told the 
dealers that they should be thankful 
for the “chains” for, if they had done 
nothing else, they had made the in- 
dependent dealer clean up his store. 
C. C. Schmelzel, Cushing, talked on 
the subject of “Competition from 
Without” and in being right in the 
center of hot competition from the 
mail order house and others, he was 
well qualified to handle this subject. 
The national vice-president, Thomas 
Howell, Richmond, Va., gave a most 
interesting talk on the subject “How 
Your Association Is Geared to Help 
You.” Mr. Howell also summarized 
each session. 

The second session of the convention 
of the Oklahoma Hardware and Im- 
plement Association, Wednesday, Jan. 
28, opened with ideal summer weather 
prevailing throughout the State, 
which accounts for the record-break- 
ing attendance. Joseph F. Leopold, 
manager of Southwestern Division of 
Chamber of Commerce, Dallas, Tex., 
was the principal speaker and gave a 
very interesting and instructive talk 
on the subject “Management Points 
the Way” and emphasized in his talk 
the value of the man in management. 


Forum Discussions Interesting 


The forum discussion in each ses- 
sion was a very interesting and valu- 
able part of the meeting. J. H. 
Bachelor, manager of New York 
Stores Incorporated, Guthrie, talked 
on the “Value of Business Control.” 
Karl Elliot, manager of Pettee’s, 
Oklahoma City, was assigned the sub- 
ject, “Buying to Sell,” which he han- 


B. M. HIPPARD 
New President 





CHAS. F. NELSON 
Secretary 


dled in a very masterful manner as 
he has had a wide experience buying 
for five stores of the Pettee Company. 
He pointed out that in order to buy 
right, the dealer should be conversant 
with price and mark and begin at the 
selling price and buy backward. 

J. Bob White, manager of the 
Champlin Hardware Company of 
Enid, acted as a pinch-hitter for J. E. 
Waggoner, who was unable to be pres- 
ent. Mr. White brought out the fact 
that the prices of commodities in gen- 
eral are too low at the present time, 
and emphasized the fact that now is 
the time to own your new goods at 
the right price and unload the old 
goods at a sacrifice, if necessary. 

E. W. Stone, Shawnee, who has 
done a very splendid job of com- 
pletely remodeling and modernizing 
hig store, told the dealers just what 
he had gained through his efforts in 
trying to do a better job in merchan- 
dising. His talk was a great inspira- 
tion to the dealers who are contem- 
plating rearrangement of their stores. 

This very interesting session was 
summarized by Vice - President 
Thomas E. Howell of the National 
Retail Hardware Association. 

As a headliner for the third session, 
R. W. Carney, Coleman Lamp & Stove 
Co., Wichita, Kan., talked on the 
subject “Fingers of Competition.” He 
brought out the five major compe- 
tions that the hardware dealer has to 
contend with and his talk was very 
inspiring and instructive. In the 
forum discussion Chester Young of 
Carmen told how he got business sell- 
ing outside the store. Phillip Hod- 
nett of Marlow has had wonderful 
success by advertising and he told the 
dealers’ value of direct mail advertis- 
ing and how he uses catalogs of the 
mail order house as a guide to pricing. 
This session was summarized by F. O. 
Quarles, Fairfax. 
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Spring is “Just Around the Corner” —Bring 
it into Your Store with these Ads. 











Get Ready for 
the Garden 


Our assortment of garden 
and lawn tools is now com- 
plete and offers a choice 
of unusually well made 
and handy implements for 
planting lawns and gar- 
dens. 


(Items) 


(STORE NAME) 








All Harness At 
Reduced Prices 


Harness and parts for 
light and heavy work. 
High quality and expert 
workmanship make our 
harness equipment a 
money saving value at 
our low prices. 


(Items) 


(STORE NAME) 




















CLEANING 
NEEDS 


B3 
Everything needed to as- 
sist you in your Spring 
house cleaning—and all at 
reduced prices. 


(Items) 


(STORE NAME) 


4 


PRING—the one season 
of the year that every 
one looks forward to. The 
time of the year when 
houseware and hardware 
articles are sought after. 


AAA 


Now is the time for you to 
get ready—see that you 
have full stocks of Spring 
necessities. See that mer- 
chandise is displayed. 


AAA 


Outline an _ advertising 
campaign, either newspa- 
per or direct-by-mail— 
and start hammering for 
business NOW. 














If you have local stereo- 
tpying facilities, request 
the complete sets of mats 
of all the advertising il- 
lustrations of these four 
pages, inclosing your check 
for $1.25. If you need 
mounted cuts order them 
by number given under 
each cut, listing the num- 
bers in a column, Figure 
the charge at 35c. for each 
cut when less than ten 
cuts are ordered; when or- 
dering ten cuts or more, 
figure the charge at 30c. 
for each cut ordered. In- 
close check with order, 
please—this saves book- 
keeping for small amounts. 
Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 


239 West 39th St., 
New York City 
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A Complete ta 
Stock of Brushes 


will always be found here 
—large brushes, small 
brushes, brushes for every 
use. All priced moderately. 











The Great March Sales 
of Everything for the Home 


Now is the time to replenish your houseware require- 
ments. All new and necessary merchandise has been 
greatly lowered in price for this important occasion. Be 
sure to be here. 


(Descriptions 
and prices) 


(STORE NAME) 








(Items) 


Select from these 
Bath Room Fixtures 


Our assortments are com- 
plete and prices are ex- 
tremely moderate. Note 
these :— 


( Descriptions 
and prices) 


(Items) (Items) (Items) 


(STORE NAME HERE) 





(STORE NAME) 


























Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 














News... WEEK 








News of 
Manufacturers 
Jobbers and 
Retailers 
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HUEY & PHILP SALESMEN 
IN ANNUAL MEETING 


More than 30 members of the 
sales organization connected 
with Huey & Philp Hardware 
Co., Dallas, Tex., met at the 
annual sales meeting held in 
the offices and warehouse of the 
company. J. Paul Kelly, vice- 
president, spoke to the group 
on the necessity of the salesman 
working closer with dealers, to 
assist them in solving business 
problems. Discussions were 
mainly upon new lines and poli- 
cies for the year 1931. 


BURGESS BATTERY CO. 
PACIFIC COAST SALES 
STAFF IS INCREASED 


In order to be of better ser- 
vice to the Pacific Coast dis- 
tributors and dealers, Burgess 
Battery Co., Chicago, IIl., sent 
J. E. Halls to supervise Bur- 
gess sales in the San Francisco 
territory. Mr. Halls, who for- 
merly had charge of credits at 
the Chicago office, will manage 
the northern California and 
Nevada districts. His head- 
quarters are at 631 Second St., 
San Francisco, Cal. 

V. T. Rupp, who has been 
on the coast for some time, will 
have charge of the southern 
California and Arizona terri- 


tory. His headquarters are at 
1817 Industrial St., Los An- 
geles, Cal. G. W. Harrower 


continues to supervise Burgess 
sales in the northwest district, 
including Oregon, Washington, 
Idaho and western Montana. 


B. M. TASSIE HEADS 
MANNING, BOWMAN CO. 


At the January meeting of 
the board of directors of Man- 
ning, Bowman & Co., Meriden, 
Conn., Benjamin M. Tassie 
was elected president to suc- 
ceed the late R. P. Tracy. 
Mr. Tassie joined the com- 
pany in 1914. The company 
was then one of the leading 
manufacturers of alcohol lamp 
appliances and plated household 
devices. His activities have 





played an important part in the 


growth of the Manning, Bow- 





B. M. TASSIE 


man business, as one of the 
country’s leading makers of 
electric heating appliances, as 
well as makers of non-electric 
lines. 

For several years Mr. Tassie 
was Pacific Coast manager, in 
which capacity his sound judg- 
ment and initiative rapidly de- 
veloped the company’s business, 
as well as the industry in that 
part of the country. Because 
of his success in the West he 
became general manager of the 
organization. As president of 
the companay he lays particular 
emphasis on the development of 
new products and merchandis- 
ing ideas, several of which will 
shortly be announced. 








Save the Surface Campaign Executive 
Committee Discusses Publicity 


A very successful and well 
uttended meeting of the new ex- 
ecutive committee of the Save 
the Surface Campaign, under 
direction of Horace S. Felton, 
chairman, was held at associa- 
tion headquarters in New York 
City on Feb. 5. Members at- 
tending were: H. L. Calman, 
G. B. Heckel, W. E. Maston, 
C. K. Stodder, William Knust, 
M. L. Havey, W. R. McComb, 
R. W. Elton and H. E. Mordan. 
The new committee was or- 
ganized in accordance with the 
reorganization plans of the in- 
dustry, passed upon at the re- 
cent Toronto conventions. 

Chairman Felton said that as 
the work progresses, new mem- 
bers will be added and proper 
announcements made. H. E. 
Mordan, business manager, re- 
ported extensively on the work 
that had been accomplished 
with the reduced staff since his 
Oct. 13 report to the educa- 
tional bureau in Toronto. In 
the publicity work, 51 stories 
had been published in 32 na- 
tional publications, and 30 ar- 
ticles were released awaiting 
publication. The 8-feature il- 
lustrated newspaper mat, which 
in the past has been so widely 
distributed, has been cut down 
from twelve to six issues per 
year. 

According to Mr. Mordan, 
three radio talks were released 


and broadcast over 41 stations 
all over the country. Another 
interesting feature was the re- 
sumption of broadcasting over 
station WRNY in New York 
by Miss Houck, a member of 
the staff. Report was also 
made on feature stories pub- 
lished in various papers. 

The report on the Save the 
Surface Magazine and distri- 
bution of motion picture films 
showed intensive work in this 
direction. The finished new 
1931 annual window display 
was shown for the first time 
and received favorable com- 
ments. 

B. J. Dethloff, who is respon- 
sible for the sale of the Save 
the Surface Magazine, told of 
his contacts with dealers 
throughout the country. Dale 


Andrews, eastern representa- 
tive of the American Farm Bu- 
reau Federation, spoke at 


length on the work his organi- 
zation is doing in the farm field, 
as a result of which the cam- 
paign will become active in co- 
operative work with that or- 
ganization. 

Plans were formulated to 
keep the campaign and its slo- 
gan “Save the Surface and 
You Save All—Paint and Var- 
nish” alive in the minds of the 
public until such time as the 
campaign was ready to embark 
on a more intensive program. 
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B. J. GRIGSBY HEADS 
GRIGSBY-GRUNOW CO. 


B. J. Grigsby has been made 
president of the Grigsby-Gru- 
now Co., Chicago, Ill., and of 
the Majestic Household Utility 
Corp., one of its affiliations, 
succeeding A. C. Grunow. Mr. 
Grigsby had previously been 
chairman of the board. Don 
M. Compton has been made 
vice-president and treasurer of 
the two companies, and Vernon 
A. Callamore has been ap- 
pointed sales manager. Albert 
O. Weiland is now production 
manager of the two concerns. 





W. J. KIMMEL DIES; WAS 
RADIO TUBE INVENTOR 
William J. Kimmel, Westing- 

house Electric & Mfg. Co., East 
Pittsburgh, Pa., 25, credited 
with developing the first prac- 
tical alternating current radio. 
tube, died Feb. 9. While con- 
tinuing tests of a power trans- 
former he was working on, he 
came in contact with a wire 
carrying 4000 volts and was 
killed. Mr. Kimmel was a 
graduate of Carnegie Institute 
of Technology. A year after 
he developed his tube, he went 
to Harvard for special training 
in advanced radio work. Upon 
his return to Westinghouse he 
devoted his attention to radio 
oscillating and amplifying ex- 
periments. 


CHESTER, SALES MGR., 
NEELY NUT & BOLT 


R. M. Chester has been ap- 
pointed general sales manager 
of Neely Nut & Bolt Co., Pitts- 
burgh, Pa. Mr. Chester, who 
has had extensive experience in 
the steel industry, will make his 
headquarters in the general of- 
fices of the company in Pitts- 
burgh. 


SUBMIT SPECIFICATIONS 
ON CHOPPING AXES 
(From Our Washington Bureau) 

The Federal Specifications 
Board has just submitted 
to representative manufacturers 
proposed specifications for 4-lb. 
and 5-lb. chopping and 6-Ib. 
pick head axes. The Board 
first gets criticisms from man- 
ufacturers before promulgating 
its specifications. 
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J. L. SMITH PRESENTED 
WITH A GOLD WATCH 


John L. Smith was honored 
Feb. 18 at the Hotel Cleveland, 
Cleveland, Ohio, by the George 
Worthington Co., Cleveland, 
wholesale hardware  distribu- 
tors, in recognition of his 50 
years of service to the company. 
Officers, directors and depart- 
ment heads of the organization 
attended a luncheon, following 
which Mr. Smith was presented 
with a gold watch. 

Mr. Smith, who joined the 
company at the age of 25, has 
had charge of checking hard- 
ware invoices and pricing or- 
ders for the entire period of 
50 years. 


HARRY CRAM HEADS 
WILLIAM BINGHAM CO. 


Harry D. Cram has _ been 
elected president of the William 
Bingham Co., Cleveland, Ohio, 
wholesale hardware distribu- 
tors. He succeeds H. L. 
Thompson, Toledo, Ohio, who 
becomes chairman of the ex- 
ecutive committee. Mr. Cram 
has been the active head of the 
company as vice-president and 
general manager. 





CHICAGO RADIO TRADE 
SHOW, JUNE 8-12 


Directors of the Radio Man- 
ufacturers Association held ‘a 
meeting at the Hotel Stevens 
in Chicago, Ill., last month, at 
which time details of the Radio 
Trade Show to be held in Chi- 
cago, June 8-12, were decided 
upon. 

The Show will be held at the 
Hotel Stevens. Other Chicago 
hotels are accepting room reser- 
vations for the show, according 
to reports, with the stipulation 
that no merchandise is to be 
displayed in the rooms without 
the approval of the RMA. 


HEMINWAY TO LEAVE 
MOTOR EQUIPMENT ASS’N 


M. L. Heminway announces 
his retirement on March 1 as 
managing director of the Mo- 
tor and Equipment Association, 
in which capacity he has served 
the organization for the past 12 
years. After serving as sec- 
retary of the War Service Com- 
mittee of the rubber industry 
during the war, Mr. Heminway 
assumed the management of the 
old Motor and Accessory Man- 
ufacturers Association. 

Mr. Heminway has served as 
president of the Trade Asso- 
ciation Executives of New 
York City, as well as president 
of the American Trade Asso- 





ciation Executives. He is vice- 
chairman of the Motor Vehicle 
Conference Committee, which 
he assisted in organizing. He is 
a member of the Society of Au- 
tomotive Engineers, having at 
one time served upon its finance 
committee, and a past director 
of the American Automobile 
Association. Twice he was sent 
to Europe by the Motor and 
Accessory Manufacturers As- 
sociation as its representative at 
the meetings of the Internation- 
al Chamber of Commerce. He 
enjoys a very wide international 
acquaintanceship. 





HUDSON HARDWARE NOT 
DAMAGED BY BLAZE 


It was erroneously reported 
in several publications that the 
store of the Hudson Hardware 
Co., 109 La Grange, Ga., was 
burned on Jan. 11. 

The fire mentioned occurred 
in stores adjacent to the Hud- 
son store; some damage being 
done to its premises and stock 
by water. For two weeks the 
business was closed, as it was 
necessary to remove burned 
walls from overhead. The store 
is now operating in its own 
quarters with its stock in good 
shape. 


CENTRAL WEST AGENTS 
FOR NORGE 
REFRIGERATOR 


Central west distributors for 
the Norge Corp., Detroit, Mich., 
electric refrigerators, have been 
announced. They are: Norge 
Co. of Missouri, 4000 Laclede 
Ave., St. Louis, Mo.; Norge- 
Chicago Corp., 469 E. Ohio St., 
Chicago, Ill.; Philip Gross 
Hardware & Supply Co., 216 
Third St. Milwaukee, Wis.; 
Reinhard Bros. Co., Inc. Min- 
neapolis, Minn., Duluth Paper 
& Specialties Co., Duluth, 
Minn.; The Adams Co., Inc., 
Waterloo, Iowa; W. M. Dut- 
ton & Sons Co., Hastings and 
Omaha, Neb., and Strevell- 
Paterson Co., Salt Lake City, 
Utah. 


ROUND OAK FURNACE 
SUCCEEDS BECKWITH Co. 


Announcement was made re- 
cently of the absorption, in a 
reorganization, of the Beck- 
with Co., Dowagiac, Mich., by 
the Round Oak Furnace Co., 
Dowagiac. The new company 
continues at the former address 
and the ownership and person- 
nel of the Round Oak Furnace 
Co. is identical with that of 
the Beckwith Co. Round Oak 
stoves, ranges, furnaces and re- 
pair parts are produced by the 


new organization along the 
same lines and standards offered 
by the former company for the 
past 59 years. 

Officers of the reorganized 
company are: F. E. Lee, chair- 
man of the board; W. F. Fick- 
inger, president; Rene S. Walk- 
er, secretary; Harry C. Mosher, 
treasurer; Bruce FE. Gollan, 
sales manager; John F. Nu- 
gent, assistant sales manager ; 
Frank N. Parker, advertising 
manager; Frank H. Arndt, 
production manager. 


SIMPLEX RADIO ELECTS 
OFFICERS FOR 1931 


Officers of The Simplex Ra- 
dio Co., Sandusky, Ohio, were 
elected at a recent meeting. Of- 
ficers and ‘directors are as fol- 
lows: President and treasurer, 
H. C. Maibohm; vice-president 
and works manager, J. M. 
Grusch; vice-president and chief 
engineer, W. C. Cremean; sec- 
retary, R. J. Ommert, and con- 
sulting engineer, M. B. West. 





H. C. BURSLEY PASSES 


Harry C. Bursley, 62 died at 
his home in Montclair, N. J., 
Feb. 8 of pneumonia. He had 
been connected with the Murphy 
Varnish Co., Newark, N. J., 
and Valspar Co., New York 
City. He was at one time a 
Washington newspaper man 
and was well known in the 
paint and varnish industry. 


F. J. SEMPLE DIRECTS 
HOLLINGSHEAD SALES 


Frank J. Semple. former 
president, Frank Miller Co., a 
former subsidiary of the R. M. 
Hollingshead Co., Camden, N. 
J., has been appointed general 
sales manager of the Hollings- 
head company. He was, at one 
time, sales manager of the 
hardware division, Henry Diss- 
ton & Sons, Inc., Philadelphia, 
Pa. Prior to that time he was 
for many years with the Sim- 
mons Hardware Co., St. Louis, 
Mo., as salesman, sales man- 
ager and later as vice-president 
and managing director of the 
Philadelphia office. 


SHORT BACK AT DESK 
AFTER LONG ILLNESS 


C. W. Short, manager, hard- 


ware department, Kalispell 
Mercantile Co, Kalispell, 
Mont., wholesale distributors, 


has returned to his office. He 
had been absent more than ten 





months, due to an illness. 





700 PRODUCERS EXHIBIT 
LINES AT TOY FAIR 

Approximately 700 manufac- 
turers are exhibiting lines at 
the toy fair sponsored by the 
Toy Fair Chamber of Com- 
merce, at the Hotel McAlpin, 
New York City. The fair op- 
ened Feb. 9 and continues until 
Feb. 28. According to H. D. 
Clark, secretary of the cham- 
ber, 200 lines are on display at 
the McAlpin, with other exhib- 
its at the Imperial and Mar- 
tinique Hotels, the Fifth Ave- 
nue Building, and local show- 
rooms. 

Mr. Clark stated that sales- 
men returning from the road 
bring reports of very small 
stocks in retailers’ hands, while 
buyers have indicated their in- 


tention of placing orders in a 
more definite way than at this 
time in previous years. He said 
that during the last month man- 
ufacturers have received a large 
number of orders calling for 
immediate delivery. The total 
of business, according to Mr. 
Clark, though small, has shown 
an improvement. 


DUDLEY M. MASON DIES 


Dudley M. Mason, 40, presi- 
dent, Standard Safety Razor 
Blade Co., Norwalk, Conn., died 
Feb. 8 at his home in Stamford, 
Conn., from pneumonia. Mrs. 
Mason, three sons, a daughter 
and a brother survive. 


ALOIS SAXER PASSES 


Alois Saxer, 59, president 
and treasurer, The Climax 
Cleaner Mfg. Co., Cleveland, 


Ohio, died in Miami, Fla., Jan. 
22, following a period of con- 
valescence in that city from an 
illness of several months. Mr. 
Saxer* and his brothers, John 
and Alex, founded the company 
37 years ago. The Climax or- 
ganization is one of the pioneer 
manufacturers of wall paper 
cleaner. 

Mr. Saxer, who was a well- 
known figure among hardware 
wholesale distributors and re- 
tailers in the Middle West in 
the early years of the business, 
is succeeded by Alphonse Saxer, 
his only son. The new head of 
the firm was previously general 
manager and vice-president of 
the company. 
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AMERICAN STEEL, HEAVY 
HARDWARE CONVENTION 


Secretary-treasurer B. R. 
Sackett, Philadelphia, Pa. has 
announced that the twenty-sec- 
ond annual convention of the 
American Steel and Heavy 
Hardware Association will be 
held in Pittsburgh, Pa. Con- 
vention will meet May 18, 19 
and 20 at the William Penn 
Hotel. 


WEBSTER RESIGNS FROM 
SAND’S LEVEL & TOOL 
S. L. Webster has resigned 

as vice-president and general 

manager of the Sand’s Level & 

Tool Co., Detroit, Mich. and 

disposed of his financial inter- 





8. L. WEBSTER 


est in the company. Prior to 
his association with the Detroit 
firm, Mr. Webster was as- 
sistant sales manager of E. C. 





Atkins & Co., Inc., Indianapolis, 
Ind. 

Mr. Webster can be reached 
at his residence, 480 St. Clair 
Rd., Grosse Pointe Village, 
Mich. He has no plans for the 
immediate future, but advises 
that he expects to continue in 
the hardware field. 





SAMUEL LACY DIES 


Samuel S. Lacy died Feb. 11 
in Buffalo, N. Y. For many 
years Sam Lacy, as he was 
known throughout the trade, 
was connected with Mathews & 
Boucher, Rochester, N. Y., 
wholesale hardware distribu- 
tors, and was considered one 
of the best builders’ hardware 
men in the country. 

About twenty years ago he 
retired from active work, but 
still kept in touch with the 
hardware business through his 
brother, a retail hardware mer- 
chant at Avon. Mr. Lacy is 
remembered for his ability in 
his line. 


0. C. WHITE BUYS 
PLAY-O-LITE CO. 

The O. C. White Co., 15 
Hermon St., Worcester, Mass., 
has announced the purchase of 
the exclusive manufacturing 
and sales rights of the Play-O- 





Lite Co., makers of a line of 
piano lights and bed lamps. For 
the present the White company 
will continue the same styles, 
finishes and prices that have 
been in favor with the trade for 
a number of years. Plans for 
the improvement and enlarge- 
ment of the new line are under 
way. 

WILSON IS 2D V.-PRES. 

CATTARAUGUS CUTLERY 


C. L. Wilson has been elected 
second vice-president of Cat- 
taraugus Cutlery Co., Little 
Valley, N. Y. On Feb. 20, this 
year, he will have been associ- 
ated with this firm for 39 years, 
most of which he has spent in 
sales work. For the past 35 
years he has been a director of 
the company. 

Other officers of the firm are 
J. B. F. Champlin, president; 
Tint Champlin, first vice-presi- 
dent; P. T. Champlin, treasur- 
er, and H. A. Andrew, secre- 
tary. 


GEORGE F. CURRIE DIES 


George F. Currie, 56, Atlan- 
tic City, N. J., hardware mer- 
chant and banker, died in Cam- 
den, N. J., Feb. 13, following 
a heart attack. He was hasten- 
ing to board a train for the sea- 
side when the stumbled and fell 
unconscious. 





Amazing Strength of Animal Glue 
Shown in Glass Manufacture 


greater than the strength 





Lthe 


HAUGH ANNOUNCES 
NEW ZENITH PERSONNEL 

A. T. Haugh, general sales 
manager, Zenith Radio Corp., 
Chicago, Ill. announces ap- 
pointment of new district sales 
managers. W. T. Vollborth, 
formerly district sales man- 
ager for Grigsby-Grunow, will 
cover Ohio, Indiana and Michi- 
gan, with headquarters at De- 
troit. W. A. Shirk, formerly 
district sales manager for 
Grigsby-Grunow, will cover the 
northwest territory, with head- 
quarters at Minneapolis. L. J. 
Horan, formerly associated 
with Steinite, U. S. Radio and 
Television, will cover southern 
Illinois, Missouri, Kansas and 
Arkansas, with headquarters at 
St. Louis, Mo. V. L. Summers, 
formerly associated with the 
All-American Mohawk organi- 
zation, will cover southwest ter- 
ritory, with headquarters at 
Dallas, Tex. 

Mr. Haugh also announces 
appointment of Donald 
J. Pieri, who has been associ- 
ated with Brunswick-Balke- 
Collender, U. S. Radio and Tel- 
evision and United Reproducers 
to handle special sales work, 





with headquarters at Chicago. 


of the glass itself, that it 


pulls away chips of the glass as it shrinks. 
Glue covered chips come away in outlines similar 








The non-transparent glass used in office partitions 
and doors is known as “chipped glass.” Its principal 
purpose is to permit diffusion of light, while provid- 
ing adequate privacy in an office. In its original 
form the glass was as smooth and clear as a normal 
window pane. 
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Transparent glass is thoroughly cleaned and made 
grease free, even the oil from the glass cutters being 
carefully erased. On this level glass surface, a solu- 
tion of animal glue is poured and allowed to dry. The 
glue does the rest. In looking at a pane of glass with 
the naked eye, we see only a perfectly smooth sur- 
face that has no opening. The glue, however, sinks 
into small depressions, like pores, in the glass. As 
the glue dries, it shrinks, and tends to cover less 
space as it dries. Its adhesion to the glass is so much 


to the designs of frost, and leave their counterpart on 
the pane of glass. Because of the resulting great 
irregularity of the surface of the glass, it diffuses the 
light but is not transparent. 

Frequently the glass is sandblasted, in order to af- 
ford a greater surface for the glue to adhere to, but 
this is not essential to the process. According to the 
National Association of Glue Manufacturers, no other 
material has been found as satisfactory for chipping 
glass as animal glue. 


U. S. Apex Radio 32A 


United States Radio & Television 
Corp., 3301 South Adams St., 
Marion, Ind., produces this table 
or mantel style radio set, Model 
32A. Cabinet is constructed of 
burl maple, butt walnut and _ half 
diamond Oriental wood. Grille 
over speaker opening has gold cloth 
background. | Measurements are 
19% x 16x 11 in. Set is of A.C. 
electric type, triple screen grid 
with a modern screen grid detector. 
Tone blender and electro-dynamic 
speaker are features. Seven tubes 
are employed. Model 32B console 
type radio has wood of the same 
quality as Model 32A. Measurements are 40 x 22 x 13% in. Set is A. C. 
electric for full size console style. Tone blender and electrodynamic 
speaker are included in this model. Switch to turn current on or off 
is located on the side of both models. 
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Milford Duplex 
Hack Saw Blade 


MILE 
The Henry G. Thompson * OUPLEX 
& Son Co., New Haven, : 
Conn., has announced the 
Milford duplex hack saw 
blade, in hand frame 
sizes only, with 14 and 18 teeth to the inch. It differs from the ordi- 
nary blade in that on the forward end of the saw there is from 2)2 to 
3 inches of fine teeth. Wéith the duplex type of blade, says the maker, 
a full cutting stroke can be made at once using the fine teeth, making 
it easier to start a cut and to cut in a clean straight line. The new blade 
is made in the all hard, tungsten steel blades, also in the Mil Flex, hard 
tooth flexible blade widely used by plumbers, electricians and garage 
workers and in the Milford high speed steel blades. The three types 
have been redesigned for greater strength and endurance. The maker 
states that it is now possible to use Milford or Mil Flex 18 tooth hack- 
blades for cutting angle iron, pipe, sheet metal, etc., without stripping 
the teeth. 


Ohmer Cash 
Register 
Class 3000 


The class 3000 cash 
register made by the 
Ohmer Fare Register Co., 
Dayton, Ohio, is equipped 
with many exclusive fea- 
tures and at the same 
time sells at a reasonable 
figure, according to the 
maker. It is of the push- 
in key type arrangement, 
furnisned with autogra- 
phic attachment and is 
available with from one 
to four totals. The sepa- 
rate totals provide for 
received on account, cash, charge and paid out. If desired, the totals 
can be provided for the obtaining of volume of business secured by 
different clerks. Machine outlined above is equipped with one bank of 
keys for clerks, four money banks which provide for a registration 
capacity of Ic. to $99.99 and also a transaction bank reading No Sale, 
Received on Account, Cash, Charge and Paid Out. It is compulsory 
that a clerk key, an amount or amount keys and a transaction key be 
depressed before transaction can be recorded. This assures the man- 
agement that each transaction will be recorded in full on the register 
autographic strip. Autographic strip is a complete tabulated record of 
the entire day’s business 





Onan A. C. 
Electric Plants 


A line of alternating 
current electric light 
plants has been an- 
nounced by D. W. Onan 
& Sons, 43 Royalston 
Ave., Minneapolis, Minn. 
Plants are gasoline oper- 
ated, generating 1!0 
volt, 60 cycle A.C. in 
three sizes, 500, 1000 
and 2000 watts and six 
models, manual and self 
starting. Many original 
features are included in 
these plants. A four cycle, single cylinder engine is connected through 


a special flexible coupling to an alternating current generator of com- 
pound, separate excited type, so wound and balanced as to produce 
even voltage and accurate cycle. Plants are ideal for country homes, 
farms, ranches and for standby and emergency equipment for power 
service when transmission lines fail. They may be used for commercial 
work in operating electric tools, radio amplifications and will run all 
domestic appliances regularly furnished for use on city service. Home 
equipment such as radio, refrigerator, washing machine, etc., purchased 
for city use can be taken anywhere and operated from an Onan A.C. 
Lite Plant. List prices are: Mcdel 500, 500 watts, weight 190 Ibs., 
$225.00, model 1 AC, 1000 watts, weight 230 Ibs., $320.00 and medel 
2AC, 2,000 watts, weight 280 Ibs., $395.00. The above mentioned 





models are manually started. Self starting models are equipped with 6 
volt starting motor and 6 volt, 80 ampere, auto type battery for starting. 
List prices are: 500-S, 500 watts, weight with battery 220 Ibs., $275.00, 
model 1AC-S, 1000 watts, weight with battery, 260 Ibs., $397.00 and 
model 2AC-S, 2000 watts, weight 310 Ibs., $465.00 


Strong 
Stainless 
Refrigerator 
Equipment 


The No. 81 Strong 
stainless _ refrigerator 
pan is equipped with 
handle and cover, and 
may be used for cook- 
ing purpose or for storage in the refrigerator. It is not neces- 
sary to transfer the contents to another utensil, as the pan may be trans- 
ferred from the refrigerator to the stove. Size is 642 x 6% x 4 inches. 
Strong stainless combi- 
nation refrigerator and 
cooking set No. 83 con- 
sists of three pans with 
cover and handle. Pans 
may be stored in the re- 
frigerator as shown in 
the cut, thereby conserv- 
ing space. Pans are also 
adaptable for cooking 
purposes. The maker, 
The Strong Mfg. Co., 
division American China- 
ware Corp., Sebring, 
Ohio, makes these pans 
as well as the No. 82 
vegetable pan, for pre- 
serving the original 
freshness of fruits and 
vegetables. Size is 14 
x 7% x5 inches. All the 
pans mentioned are in 
glossy white finish. 














Zennette Line Radios 


Zenith Radio Corp., 3620 
lron St., Chicago, Ill., has in- 
troduced the Zennette line of 
radio sets, comprising two 
table model sets and two semi-* 
highboy sets. Models A and 
B are compact and_ incor- 
porate in the same cabinet a 
dynamic type speaker as well 
as a 6 tube screen-grid 
chassis, listing at $57.50, less 
tubes. Model A cabinet is of 
Gothic design while the mode! 
B cabinet follows the colonial 
period design. Special spinet base for the A and B models is avail- 
able for $10.00 list price. Model C is a semi-highboy using the same 6- 
tube chassis as the 
above mentioned mod- 
els. It lists at $84.00 
less tubes. Model D 
is a semi-highboy mod- 
el, having a richer ap- 
pearance than model C 
and lists at $94.00 less 
tubes. Dealer discount 
is 40% from list. 
Model A measures 
18 3/16 x 15 13/16 x 
9 7/16 inches, while 
model B_ measures 
17 7/16 x 15 13/16 x 
9 7/16 inches. Spinet 
base for either A or B 
is 24 x 18 1/16 x 11% inches. Model C measures 3934 x 24% x 13% 
inches, while model D measures 433 x 2542 x 144 inches. 








sy 
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Burroughs Cash Machine 


Burroughs Adding Machine Co., Detroit, 
Mich., produces the Burroughs cash ma- 
chine illustrated here, at a cost varying 
from $135.00 to $285.00, according to 
the features included. This model is 
offered for $285. Machine registers 
cash sales, charge sales, payments on 
account, paid-outs and miscellaneous 
transactions, in addition to locked-in de- 
tail tape that provides a permanent rec- 








Howe Weightograph 


The Howe Weightograph, made by The 
Howe Scale Co., Rutland, Vt., may be 
attached to any beam scale for making 
an automatic type scale out of an old 
fashioned beam scale, says the maker. 


ord of each day's business. Keyboard Hammond Clock Display : 
contains a number of descriptive keys : There is only one moving element in the 
showing clerk number, classification of This card for window or counter display is entire instrument. The Weightograph 
sale, amount, cash or charge or such offered to dealers carrying Hammond electric magnifies the movement of the weigh 
description as is indicated by the trans- clocks. It may be obtained from Hammond beam by means of a oo chart or 
action. Descriptive keys may be changed Clock Co., Chicago, III. Card is in gold, negative, thus employing optical mau 
to meet requirements of individual store. orchid and buff. It measures 16 by 9 inches Hication (mnenel GF iar eaacaentcas Wealti- 
plication utilized by some forms of auto- 


Cash is protected by means of the 
locked-in detail tape, and by means of 
locked-in totals and grand totals of daily 
transactions. Other features are full 
sized standard cash drawer, selection of 
colors and finishes to harmonize with 
store fittings. Same model for hand 
operation costs dealer $235.00. Lower 
prices are quoted for machines with less 
equipment. 





Weed Chain Window Display 


American Chain Co., Inc., Bridgeport, Conn., is distributing to dealers 
this attractive window display in full colors. Display consists of three 
cards, the theme of which is expressed in the slogan “Weed Chains are 
Life Savers.” The central figure in the center piece is a large life guard 








matic indicating scales. There is, says 
the maker, no wear and tear, and no 
error in magnifying and projecting a 
ray of light. The Weightograph is in- 
stalled on beam scale by replacing one 
beam stand. Dial scales may also be 
converted by use of the Weightograph. 
The Howe company makes scales of 
various Capacities from 50 Ib. up, in- 
corporating the Weightograph. The op- 
eration and advantages of this feature 
are explained in a booklet entitled 
“There is nothing like the Weighto- 
graph.” 
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dressed in characteristic fashion. He leans upon a large tire, equipped 
with Weed chains. At the base of the tire is a boat load of life guards 
rowing toward a shipwreck seen in the middle distance. Both side cards 
tie directly with the main piece and the display ties up with the Weed 
advertising campaign. Dealers may obtain the display from the American 
Chain Co., Inc. 








Pexto Multi-Purpose 
Dolly Block 9990 M.P. 


The Pexto Multi-Purpose dolly block 
9990 M.P. has six working faces. The 
block, which is of tested tool steel, 
forged and heat treated to insure perfect 
temper, lists at $2.50. Weight is 3% 
lb. Finish is gun metal, which will not 
chip and is less susceptible to rust, says 
the maker. The Peck, Stow & Wilcox a a 
Co., Southington, Conn., makes this block, with which it is said that 
80 per cent of all body and fender dent work may be accomplished. 
No. | face is surface face, 334 x 2 inches with crown elevation of 7/32 
inch. Other faces are: No. 2, flange face, 3 x 13@ inches, crown eleva- 
tion 5/32 inch No. 3, fender ends, 2% x 1¥2 inches, crown elevation 
9/32 inch; No. 4, crease face, 2 x 12 inches, crown elevation 13/32 
inches; No. 5, edging face, 3/4 x 1¥2 inches, angle slope 2 degrees; 
No. 6, flat work, 336 x 2'% inches. A circular is included with each 
block, describing and illustrating its proper use. 


Kleanbore Shot Shell 
Simplified Game Loads 


Simplified game loads are a 
new development in Klean- 
bore Shot Shells. Remington 
Arms Co., Inc., New York 
City, has incorporated this 
feature to enable dealers to 
reduce excessive stock invest- 
ment and expedite selling and 
handling over the counter. 
Nearly ten years ago Reming- 
ton introduced game loads to 
simplify shot shell stocks. 
Game for which each load 
was intended was designated by name and illustrated on the box, such 
as Duck Load, etc. In Kleanbore simplified game loads this simplifi- 
cation is carried still further. One carefully selected load in a full 
range of shot sizes, 4 to 10 chilled or soft shot, has been designed to 
meet practically every field shooting requirement. Label on the front 
of the box pictures the various kinds of game and the label on the back 
has a chart which indicates plainly*the shot sizes which are best for 
the game selected. For long range shooting, such as ducks and geese, 
extra long range loads are supplied in the Nitro Express shells, which 
are also furnished with various shot sizes. Buck Shot loads are also 
furnished, which are adapted for deer and medium size game. Under 
this new plan the dealer may reduce his stock investment, save valuable 
shelf space, quicken turnover and make selling easier for his salesmen, 
says the maker. 








Westinghouse 
Apartment 
Refrigerator 


Westinghouse _ Elec- 
tric G Mfg. Co., E. 
Pittsburgh, Pa. 
makes this apartment 
house model electric 
refrigerator, which 
lists at $180, Model 
WL 45, although of 
compact size has a 
net cubical content 
of 425 cubic feet 
and a total of 5% 
Ibs. of ice can be 
frozen at one time. 
Cabinet is but 56 
inches high, with 
standard legs, and 24 
inches wide. Height 
may be reduced by 
the substitution of 
shorter legs or a steel 
sub base, which are 
furnished as optional 
equipment. _Refrig- 
erator can be built in 
with kitchen cabinets 
through the use of 
a special ventilation 
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flue furnished by the company. Each cabinet is furnished with a spacer 
in back so that it cannot be pushed close enough to the wall to block 
the air circulation. The hermetically sealed compressor unit is amply and 
quietly powered and the fan cooled condenser provides for rapid freez- 
ing under all conditions. There are no protecting tubes or mechanical 
parts, all being contained within the cabinet. The unit is protected 
from damage through current variations by the Spencer thermostat. 
Other features are: buffet top, broom high legs, arm high temperature 
selector, one piece porcelain lining, flat shelf ribs and satin finish chrome 
hardware. There are now six different models in the Westinghouse 
line of refrigerators, 


Sylvania Changes 
Its Tube Carton 


Illustration shows the new Syl- 
vania radio tube carton, now 
used by Sylvania Products Co., 
Emporium, Pa. The green used 
in the background is the color 
adopted as the Sylvania stand- 
ard. The forest idea, character- 
istic of Sylvania, has not been 
abandoned, but has been mod- 
ernized by making it suggestive 
rather than realistic. On two 
faces of the new carton is the 
illusion of human figures. 





Smyder Benchrest 
and Universal Clamp 


A universal clamp unit for 
joints of all descriptions 
has been designed by Fred 
Smyder Tool Works, Mas- 
peth, L. |. Clamp device 
consists of two improved 
type screw clamps set in 
an adjustable saddle, which 
acts aS a swing gate. 
When pressure is applied 
to the handle, the clamps 
are moved toward each 
other, giving equal pres- 
sure on each side, holding 
the glued pieces securely 
together until the glue has 
set. Clamps can be regulated té any height desired. According to the 
designer the new clamp greatly simplifies and speeds up cabinet assem- 
bly work. The same com- 

pany makes a handscrew | 
with attachable edge- | 
clamp. Main quick screw 
clamp, which can be used 

for all kinds of work in 
metal or wood working 
shops will operate faster 
than woodclamps. It can 

be instantly applied and 
removed from work with- N 
out loss of time. Edge- 1 - 
clamp No. 35 is attach- [& 
able to any quick screw \ 
clamp, giving a pressure 








just opposite. It may be 
used in wood and iron 
working _ lines. Smyder 


enchrest No. 101 can be 
used in any shop on any 
workbench, and is con- 
structed with several adjustable points. Rest is very simply operated 
and may be adjusted to any height and instantly applied or removed 
from any work. When work fastened in front vise extends to rear, rest 
can be so adjusted as to hold work at suitable working level. Regulation 
screw No. 102 is also a very important part on any cabinetmaker’s bench. 
Quick adjusting and straightening of front vise holds the work firmer 
and with better support. It gives a uniform pressure that will not dam- 
age any of the work, according to the maker. List price on benchrest 
is $5.25 each or $62.00 per dozen. 





Benchrest os 
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Week’s Price Average Was 
76.4 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity has announced that wholesale 
commodity prices for the week ended 
Feb. 7, based on Dun’s quotations, 
averaged 76.4 per cent. 

The January average was 77.7. The 
purchasing power of the dollar on a 
1926 basis of 100c. was 130.9c. The 
January average was 128.8c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
67.1. The January average was 68.3. 

The Italian index on the revised 
1926 basis for the week ended Jan. 30 
was 54.9. 


Simonsen Iron Works Reduces 
Prices on Cow Hobbles 


The Simonsen Iron Works, Sioux 
City, Iowa, has advised the trade of 
a reduction of 12% per cent on So- 
Boss Cow Hobbles. The new dealer 
price is $3.50 per dozen as against a 
price of $4 which was effective last 
year. Prices on So-Boss Cow and 
Calf Weaners are unchanged at $3.80 
per dozen. 


January Building Permits 
Show Decline of 18 Per Cent 


The total value of building permits 
issued at 189 cities for the mid-winter 
month of January was below that for 
December last, following the custom- 
ary trend from December to January, 
and was the smallest monthly total re- 
ported since February, 1921, accord- 
ing to Bradstreet’s. The decrease 
from January a year ago, 18 per cent, 
compares with a loss of 11.5 per cent 
in December, and, with that exception, 
was the smallest decrease shown since 
October, 1929. 

The total at 189 cities reporting to 
Bradstreet’s for the first month of 
this year was $90,652,093, against 
$106,920,991 in December and $110,- 


ENERAL MARKET 
EWS or THE WEEK 


Hardware Demand 


Shows Moderate Gain 


New York, Feb. 18.—Within the 
past week a moderate gain has taken 
place in the demand for hardware 
in the nation’s leading markets. 
General hardware is in improved 
demand and spring lines have be- 
come fairly active in certain terri- 
tories. Unless the unforeseen oc- 
curs, a healthy demand for spring 
merchandise is indicated during the 
next thirty days. Wholesale sales, 
in most instances are being main- 
tained at about last year’s levels, but 
it should be remembered that 1929 
was a subnormal year. 

Future orders, booked during 
December and January are being 
shipped to retailers and goods in 
this classification aggregate a 
healthy volume. Prospects for im- 
provement in some of the key in- 
dustries together with a somewhat 
firmer price tendency dre encourag- 
ing features of the present situation. 

Prices, in the main, show little 
change from the low levels which 
have prevailed for some time. Small 
declines on a few products are more 
than offset by recent scattered ad- 
vances. 

The credit situation may be char- 
acterized as fair. Collections are 
generally slower than usual, but im- 
provement is anticipated. 





614,851 in January last year. New 
York City furnished a total of $33,- 
515,800 in January, which compares 
with $27,635,979 in December and 
$29,591,491 in the like month a year 
ago, increases respectively at 21.2 and 
13.2 per cent. At the 188 cities outside 
of New York building in January 
totaled $57,136,293, a drop of 27.9 per 
cent from December and of 29.5 per 
cent from January a year ago. 













Freight Car Loadings Show Gain 
in Week Ended Jan. 31 


Loading of revenue freight for the 
week ended on Jan. 31 totaled 719,281 
cars, according to the car service di- 
vision of the American Railway As- 
sociation. 

This was an increase of 3591 cars 
above the preceding week, but a de- 
crease of 179,554 cars below the same 
week last year. It also was a reduc- 
tion of 227,873 cars below the corre- 
sponding week in 1929. 





Bank Debits Increased 
in Week Ended Feb. 4 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended Feb. 4, aggregated $11,074,000,- 
000, or 12 per cent above the total re- 
ported for the preceding week, and 30 
per cent below the total reported for 
the corresponding week of last year. 

Aggregate debits for 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to $10,373,000,000, as compared with 
$9,231,000,000 for the preceding week 
and $14,911,000,000 for the week 
ended Feb. 5 of last year. 





Sales of Mechanical 
Refrigerators Amounted to 
$161,334,000 in 1929 


(From Our Washington Bureau) 
Total sales of mechanical refriger- 
ators in 1929 amounted to $161,334,- 
000, of which 96.7 per cent or $155,- 
985,000, were made by manufacturers 
to wholesalers and manufacturers’ 
branches, according to the Bureau of 
the Census. The remaining sales were 
made as follows: 1.4 per cent or $2,- 
289,000, to commercial and industrial 
consumers; 1.2 per cent or $1,882,000, 
to retailers, and 0.7 per cent or $1,- 
178,000 to home consumers. 
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Tariff on Fencing and Netting 
Is Increased by 
President Hoover 


(From Our Washington Bureau) 
Woven wire fencing and netting 
bear the distinction of being the first 
commodities to be granted increased 
rates of duties under the flexible pro- 
vision of the Hawley-Smoot tariff 
act. President Hoover, by proclama- 
tion on Feb. 5, approved a unani- 
mous recommendation of the Tariff 
Commission that the present duty of 
45 per cent should be increased to 50 
per cent on fencing and netting gal- 
vanized before weaving, and to 60 per 
cent on fencing and netting galvan- 
ized after weaving. The material cov- 
ered is woven wire fencing and net- 
ting composed of wire smaller than 
0.08 in. and not smaller than 0.03 in. 
in diameter. Since changes in rates 
under the flexible provision become 
effective 30 days after proclamation 
by the President, the new duties on 
woven wire fencing and netting will 
become operative March 7. The report 
of the Commission on woven wire 
fencing and netting was issued simul- 
taneously with six other reports, also 
unanimously adopted, and approved 
by the President. In four instances 
decreased duties were recommended 
while in two cases no change was 
made. All of the reports were made 
in accordance with Senate resolutions, 
of which some 85 were adopted when 
the Hawley-Smoot act was passed. 
The new rates were declared neces- 
sary to equalize the difference in the 
costs of production in the United 
States and in Germany, the principal 
competing country. 





Bankers Find Production Gains 
in Many Different Lines 


Definite gains in the production of 
steel, automobiles, shoes, rubber tires 
and textiles are reported by the Amer- 
ican Bankers Association Journal in 
its monthly review of business. 

“Steel production increased from 
25 per cent of capacity at the end of 
December to 50 per cent at the start 
of February,” the Journal says. “Au- 
tomobile output is being expanded 
conservatively and some authorities 
believe the forecasts of 4,000,000 ve- 
hicles in 1931 are too low. The build- 
ing program is not expected to exceed 
1930, but will be better balanced. A 
number of industries are now speed- 
ing up after taking their price cuts, 
such as shoes, rubber tires and the 
textiles. Others are steadily strength- 
ening their position through adher- 
ence to curtailment, such as copper 
mining, petroleum, sugar and paper. 

“In financial circles there is a dis- 
tinctly better feeling, based on the 
moderate rise in the stock market, the 
ease of interest rates, further liquida- 
tion of loans and evidence that rural 
bank failures have passed the epi- 
demic stage. Resources of the Federal 


Reserve System are practically un- 
touched, whereas following the 1921 
depression member banks were bor- 
rowing more than $2,000,000,000. 
Bond prices have made a marked re- 
covery, and the character of new is- 
sues in 1930 and 1931 shows that the 
number given high ‘ratings’ is double 
that in 1929. Savings deposits have 
enjoyed a notable increase during re- 
cent months, and year-end statements 
of the finance companies show that 
installment credit has weathered the 
storm in excellent fashion.” 


Value of Hardware Exports 
Declined Substantially in 1930 


(From Our Washington Bureau) 

Exports of hardware and _ allied 
products from the United States in 
19380 were valued at $56,090,000, as 
compared with the record total of 
$74,164,000 in 1929, according to the 
Iron and Steel Division, Department 
of Commerce. The decline in value of 
exports in many items was more pro- 
nounced than the decline in quantity 
of shipments. 

A gradual reduction in hardware 
exports started early in 1980 in line 
with the general trend of world trade, 
due to economic factors. Chief among 
the factors affecting hardware foreign 
trade was the decline in foreign build- 


ing, which greatly curtailed the de- 
mand for quality builders’ hardware, 
hand tools, plumbing fixtures, etc. 

European competitors of the United 
States depend considerably more upon 
their export trade than do American 
manufacturers. Indicative of this is 
the fact that Germany exports more 
than 50 per cent of its hardware pro- 
duction, while the hardware export 
trade of the United States represents 
normally about 5 per cent of the total 
hardware industry. Germany’s ex- 
ports of hardware, tools, cutlery 
utensils, etc., for the first six months 
of 1930 amounted to 125,000 tons, val- 
ued at $45,319,000 compared with 144,- 
452 tons, valued at $51,775,000 in the 
corresponding period in 1929. Trade 
reports indicate that hardware exports 
from Germany in the latter part of 
1930 experienced still greater declines 
than were realized in the earlier part 
of 1930. Exports of hollowware, hard- 
ware of various kinds, implements and 
tools, cutlery, sanitary earthenware 
and stoves from the United Kingdom 
in 1930, while not strictly comparable 
with the department’s annual statis- 
tics, indicate a decline from approxi- 
mately $42,000,000 in 1929 to about 
$31,884,000 in 1930, a decrease of 
about 24.5 per cent. British hardware 
manufacturers likewise look to for- 
eign fields for a large percentage of 
sales of their products. 





NEMA Issues Standard Color 
Card for Flexible Cord 


The Flexible Cord Group of the Na- 
tional Electrical Manufacturers has just 
issued the first NEMA standard color 
card for flexible cord. Card contains 
samples of colored cotton and rayon 
braids, fourteen colors of each, together 
with corresponding color names and num- 
bers. For cotton the colors are white, 
gray, old brass or oak, yellow, orange, 
light brown, olive green, medium brown, 
dark brown, red, maroon, blue and black. 
New and more satisfactory shades than 
those shown last year have been adopted 
for olive, medium brown, dark brown 
and maroon. The orange is a new color. 
Last year’s oak and old brass have been 
replaced by one new shade called oak 
or old brass. 

The rayon colors are white, gray, old 
brass, yellow, rose, old gold, tiffany, 
green, olive red, maroon, blue, brown 
and black. New shades have been sub- 
stituted for last year’s old brass, rose 
and maroon. These colors have been 
found by experience to be those most in 
demand, and they fill any ordinary need. 

This new plan of issuing through 
NEMA headquarters a single color card 
under the NEMA insignia is of benefit 
to both purchasers and suppliers of cord, 
as each purchaser need keep only one 
kind of card. The makers of the cord 
will be saved the expense of duplication 
as each maker need not separately print 


and distribute his own cards. Cards are 
3% x 6% in. and are available at 20c. 
each from the National Electrical Manu- 
facturers Association, 420 Lexington 
Ave., New York City. 





Wagner Bulletin Describes 
Slip Ring Motor Line 


Slip Ring Motors is the subject of an 
8-page bulletin recently issued by Wag- 
ner Electric Corporation, 6400 Plymouth 
Avenue, St. Louis, Mo. The bulletin 
discusses in detail the mechanical and 
electrical characteristics of slip ring mo- 
tors, their ability to start smoothly with 
low current draw when starting heavy 
loads, the four different types of slip 
ring motors, their speed torque charac- 
teristics and control equipment necessary 
for starting these four types. Anyone 
desiring a copy of this bulletin should 
address Wagner Electric Corporation 
and ask for Bulletin 169. 





Batteries for Electric Service 
Plants Described in Folder 


An illustrated folder, identified as MK- 
1285, describing Westinghouse replace- 
ment batteries for electric service plants, 
is announced by the Westinghouse Elec- 
tric & Mfg. Co., East Pittsburgh, Pa. 
Applications, construction details and 
specifications for the nine sizes and types 
available are included. 
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KANSAS CITY: 


(Kansas City office of HARDWARE AGE) 
KANSAS CirTy, Mo., Feb. 17. 
ENTIMENT is slowly improving 
—fewer complaints are being 
heard and more people are get- 
ting down to the serious business of 
solving the problem that has been con- 
fronting them for months. The first 
stages of the purchaser’s fright are 
past, and he is beginning to take a 
more matter-of-fact viewpoint. There 
is little being spent for hardware lux- 
uries compared to the percentage that 
goes for staple articles. Dealers’ 
stocks are not able to hold out indefi- 
nitely, and as they are gradually de- 
pleted by the hardware consumer, 
dealers find it necessary to put in 
orders for more goods. This gradu- 
ally exhausts wholesale stocks and 
factories begin to do business. 


CURRENT ACTIVITY 


There are few lines enjoying any 
great amount of activity, but several 
are doing satisfactorily. Sporting 
goods have had a good inning with 
most dealers, while for several weeks 
certain kinds of paint have displayed 
firmness. Roller skates have been 
selling consistently, though except for 
certain small areas ice skates have 
found scant market. 


ELECTRIC CLOCKS ACTIVE 


Electric clocks have met with con- 
siderable approval. Dealers endeavor 
first to sell a customer an alarm clock 
of the electric type, then, after he has 
become acquainted with the new prod- 
uct, he is a potential customer for a 
table or wall clock. Flashlights and 
gas lanterns have been more or less 
popular with the rural trade. House- 
hold necessities in general are con- 
sistent, while volume in electrical ap- 
pliances still is holding up. 


SPRING ACTIVITY 


Conditions have been favorable for 
construction projects, with the result 
that a good percentage of the trade 
has been in the building line. Retail- 
ers report that there is considerable 
business being done in small orders 
of paint, putty and glass for the 
householder who is making repairs 
around the house. Wholesalers in St. 
Joseph and Atchison say that prema- 
ture spring activity is manifest in 
clearing fields ready for tillage and 
even in plowing gardens. This has 
given impetus to orders for garden 
implements needed in preparatory ac- 
tivities. Those territories also report 
that housecleaning and papering ac- 
tivities have bolstered up the call for 





AT A GLANCE 


Current volume continues to 
be less than usual. Sentiment 
is slowly improving. . 

* & & 

Several lines are moderately 
active, although few are mov- 
ing with any degree of brisk- 
ness at the present time. 

* % & 

Employment is a big factor. 
Premature spring activity is 
reported by Atchison and St. 
Joseph wholesalers. 

* % & 


February shipments of im- 
plements have shown a sub- 
stantial fincrease over Janu- 
ary. The recent Kansas City 
motor show resulted in a 
larger number of orders than 
were expected. 











wall paper, floor dressing, furniture 
polish, varnish and lacquer. The Kan- 
sas City territory has not been quite 
so fortunate in respect to farm mer- 
chandise as have the St. Joseph and 
Atchison points. 


JOBS A BIG FACTOR 


Perhaps the most pressing need at 
present is greater employment. Deal- 
ers and jobbers alike feel that legisla- 
tion to provide work would go a long 
way in reviving business. Kansas 
City has recently put imto effect a 
water main extension program, which 
entails the employment of 2,000 men 
at half-time work for a period of 
about three months. All men em- 
ployed in this project are Kansas 
City residents and those with families 
are given first consideration. Wages 
will be 55 cents per hour, payable 
either daily or weekly at the option 
of the workers. This will put some 
extra money into circulation and some 
of it will pass through hardware 
channels. 


ENCOURAGING SIGNS 


An encouraging note comes from 
one of the implement houses to the 
effect that shipments from the first of 
February to the ninth were about 80 
per cent greater than for the whole 
month of January. Similar figures 
apply to other implement firms. 

Further indications that business is 
on the threshold of an upward climb 
is the success of the Kansas City 
Motor Car Show. The management 


Sentiment Is Slowly Improving 
Current Volume Less Than Usual 


was very much encouraged by the 
fact that more orders were taken for 
new autos than had been considered 
possible under the general business 
conditions. Many people quit their 
old machines and bought the new 
models, and there were several cash 
orders, too. ~The automobile business 
is considered a pretty fair barometer, 
hence this information is believed to 
have some significance. 


COLLECTIONS 


Collections are generally fair, and 
in some cases where extra effort is 
put forth they are better than is ex- 
pected. Everyone seems to be mak- 
ing a good effort to keep collections 
up. The stability of prices probably 
is tending to have an encouraging ef- 
fect on the situation. 


AGRICULTURAL OUTLOOK 


There is evidence of considerable 
early plowing and sowing of oats in 
Oklahoma, Texas, eastern Kansas and 
Missouri. A traveler who has just 
made a round through the southern 
territory reports that he has not seen 
such activity at this time of the year 
in a long time. Crop conditions gen- 
erally appear favorable; wheat is be- 
ginning to look green and is coming 
along well. Whatever bad effects this 
warm weather may be producing, evi- 
dently it is going to be a good thing 
for farm merchandise. 


Field Work Completed in 
Pacific Northwest Survey 


The markets of the Pacific North- 
west and the economic factors affect- 
ing them have been analyzed inten- 
sively in the Domestic Regional Di- 
vision’s survey of that territory, which 
includes Oregon, Washington, North- 
ern and Western Idaho, and Montana 
west of a line extending from Havre 
to Livingston. 

This is one of the surveys under- 
taken by the Department of Com- 
merce in its regional analysis of the 
market characteristics and possibili- 
ties of the country, of which three 
have been completed and two others 
are in progress. 

Among commodity lines studied for 
their importance in the regional econ- 
omy of the Pacific Northwest have 
been drugs, dry goods, clothing, groc- 
eries, hardware, farm implements, 
furniture, confectionery, and tobacco. 
Field work has been completed but 
it will be several months before the 
data can be tabulated and prepared 
for publication. 
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CLEVELAND: 


(Cleveland office of HARDWARE AGE) 


Cleveland, Feb. 17. 


ARDWARE business continues 
H to show a slight up trend and 

the trade is fairly optimistic. 
Although many retailers are restrict- 
ing their purchases, a moderate vol- 
ume of good sized orders is coming 
out. Business is fairly well divided 
between seasonal and staple merchan- 
dise. The recent mild weather and the 
prospect of an early spring evidently 
has stimulated orders for spring mer- 
chandise. Garden tools have become 
fairly active. Many retailers who 
usually have placed their orders 
earlier in the season are now making 
their garden tool purchases. 


LAWN MOWERS 


Some activity has developed recent- 
ly in lawn mowers, particularly in 
districts south of the Ohio River, 
where mowers are used earlier than in 
the Northern States. Lawn mower 
sales by retailers last year were com- 
paratively light owing to the drought, 
and as a result repeat orders were 
very scarce. However, dealers’ stocks 
appear to have been well disposed of 
and a good demand is looked for this 
year. With the fruit tree pruning 
season at hand pruning shears are 
moving well. Poultry supplies are 
not showing the activity that is ex- 
pected for them at this time of the 


year. It is believed that possibly the 
low price of eggs is having a de- 
pressing effect on some _ poultry 
raisers. 


BUILDERS’ HARDWARE 


Builders’ hardware is beginning to 
show a little life. Retailers’ stocks 
are generally low and orders are be- 
ing placed to replenish these stocks. 
Strap and T hinges and other wrought 
builders’ hardware are moving in good 
Demand for poultry netting 
and wire cloth is only fair. Screen 
doors show a little more life than re- 
cently. Considerable activity has de- 
veloped in pipe fittings. Dealers’ 
stocks of fittings are low and the re- 
cent sharp price reduction evidently 
has stimulated buying. Galvanized 
sheets are moving fairly well. Roofing 
is quiet. Jobbers are doing a fair 
business in field fence and more than 
recently in nails and wire. 


TIRES MORE ACTIVE 


The use of automobiles has not been 
restricted as much this winter as 
usual during the winter months owing 
to the mild weather conditions that 
have prevailed most of the time and 
tire sales, which have been fairly 





AT A GLANCE 


Trade in the Cleveland ter- 
ritory continues to show a 
slight up trend and sentiment 
is fairly optimistic. 

* 8 # 

Greater activity is reported 
in orders for spring merchan- 
dise. Garden tools have be- 
come fairly active. Some early 
activity has developed in 
lawnmowers. 

* 8 # 

Pruning tools are moving 
well. The low price for eggs 
is believed to have exerted an 
adverse effect on the demand 
for poultry supplies. 

* * # 

Builders’ hardware is show- 
ing more life. Pipe fittings, 
galvanized sheets, field fence, 
nails and wire are in fair de- 
mand. Building prospects and 
industrial activity have shown 
some improvement. 











good for some time, show a gain. 
Traveling salesmen have started to so- 
licit orders for fishing tackle, but 


ul 


Trade Continues Slight Up Trend— 
Builders’ Hardware in Better Demand 


other sporting goods lines are quiet. 
Demand for’ electrical household 
goods is slow. 


PRICE SITUATION 


No price changes are reported on 
important items and regular quota- 
tions are being pretty well main- 
tained. There is some irregularity in 
plumbers’ brass goods, on which con- 
cessions of from 5 to 10 per cent are 
being made. 


BUILDING PROSPECTS 


The outlook in the building field for 
Cleveland for the coming season shows 
a little improvement. A number of 
contracts have been placed recently 
for factory and commercial building 
construction, but it is a little early as 
yet to estimate the extent of building 
activity the coming season in the res- 
idence field. 


INDUSTRIES 


While industrial conditions show 
only a slight change, that change is 
for the better. Some manufacturing 
plants have increased their number of 
employees and numbers of hours of 
work, but others have not changed 
their operations. The general feeling 
in the metal ‘working industries 1s 
that there will be a slow but gradual 
improvement for the next few months. 


BOSTON: 


Wholesale Sales Continue to Taper Off 
Credit Situation Is More Healthy 


(Boston office of HARDWARE AGE) 
FEBRUARY 17. 


FURTHER tapering off in job- 
A bers’ sales was noted the past 

week. Not only were fewer 
orders booked, but the size of the in- 
dividual order grows progressively 
smaller. It is not to be inferred, how- 
ever, that the jobbing trade is dis- 
couraged. On the contrary they have 
no reason to be because sales, despite 
the tapering off, are running ahead 
of those for last year. It will also be 
recalled that February usually is a 
comparatively quiet month. 

Of late there has been quite a little 
forward buying of cotton gloves, but 
interest in futures generally is con- 
spicuously lacking. During the past 
four or five years, however, the retail 
trade has shown less and less interest 


in futures, consequently the current 
lack of active forward buying is by 
no means disquieting. 

An encouraging feature of the situ- 
ation is that retail dealers have and 
are conferring with jobbers with a 
view to enlarging their field of activ- 
ities. In other words there is a tend- 
ency to add new lines of merchandise. 
Another encouraging feature, from 
the jobbers’ viewpoint at least, is that 
indications are new retail firms will 
be started within the next six months. 


PAINTS MOVING BETTER 


Paints and varnishes, as well as 
other painters’ supplies, are doing a 
little better. Chain stores and depart- 
ment stores are making a drive on 
such merchandise and the retail hard- 
ware dealer has by no means been 
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asleep. At least certain retail hard- 
ware dealers are of the opinion that 
1931 will be a big paint year. This 
optimism apparently is based on the 
fact that much painting that should 
have been completed in 1930 was post- 
poned. Paint prices and those on 
kindred merchandise are quite attrac- 
tive. 

It is also generally felt that this 
will be a big poultry supply year. 
Jobbers’ sales already compare favor- 
ably with those of 1930. The poultry 
and egg markets without question 
have more than discounted all adverse 
market factors, and it is believed good 
1931 profits will be made in poultry 
and eggs. 


NO PRICE CHANGES 


No important price changes were 
reported the past week. It is inti- 
mated that several changes of im- 
portance are under consideration. To 
illustrate, there is some talk of stove 
pipe being advanced, and some talk of 
wire cloth prices being cut, but no 
real initiative taken. It is possible 
nothing will be done about the matter 
and that proposed changes in other 
items may be dropped. 


CREDITS LOOKING UP 


Much fault-finding about slow ac- 
counts is gathered from local jobbing 
houses, yet they admit that the gen- 
eral credit situation is more healthy. 
It is better in other sections of the 
country than right here, however. 
Further, it is a long way from being 
satisfactory, as is attested by the re- 
luctancy of banks to loan money ex- 
cept on the highest kind of collateral. 


While hardware manufacturers in 
general are more optimistic than they 
were two or three months ago, some 
of them are in a difficult position be- 
cause they have allowed their selling 
prices to fall to below the cost of pro- 
duction. Makers of steel and glass 
knob door sets and of wood screws 
have been making ridicuously low 
prices on sizable orders. 


LESS UNEMPLOYMENT 


Possibly the better credit situation 
can be attributed to the fact that 
there is less unemployment in New 
England right now. Boston appar- 
ently is the one important exception. 
Here unemployment has swung stead- 
ily upward since April, 1930, and 
today there are 4 per cent more un- 
employed than in that month. In 
April, 1930, about 7 per cent of the 
working population was out of work, 
consequently today 11 per cent need 
work. There are five times as many 
men out of work as women. The so- 
called “white collar class” of workers 
is the hardest hit. Some of that class 
of workers have not been able to find 
a job for more than a year. 

But a definite improvement in em- 
ployment conditions in Massachusetts 
as compared with a month ago is re- 
ported. Good recoveries in mill em- 
ployment have been made this month, 
consequently retail dealers in mill 
towns and cities who have extended 
credits may now get some of their 
money back. The New Hampshire 
State Unemployment Commission 
says unemployment distress is lessen- 
ing in that state and equally encour- 


aging reports are had from Vermont. 
Maine has been exceptionally fortu- 
nate so far as unemployment goes. 
Employment is increasing in Con- 
necticut and Rhode Island. 

So it looks as though New England 
collectively is recovering from distress 
unemployment much faster than most 
people realize. Many people, how- 
ever, are working at reduced wages 
and they have, of course, less money 
to spend on everything except the 
bare necessities of life. 


FARMER IS POOR 


The average New England farmer, 
in common with the tiller of the soil 
in other parts of the country, has lit- 
tle or no money. Most crops, both 
fruit and vegetable, did not bring 
enough the past season to pay for 
planting and fertilizer. The Massa- 
chusetts onion grower, and he is a 
fairly important one, has made no 
money during the past two years. 
The Maine potato grower is making 
some money this season and has paid 
back what he owed in the 1929-30 
season. It seems probable, therefore, 
that hardware and other merchants 
will have to extend a little credit to 
the farmer next spring. 

The white collar class and others 
working at reduced wages have the 
advantage of lowest food and clothing 
costs experienced since before the 
war. Further, people who make a 
study of such things say average 
prices for foods and clothing will be 
comparatively low this year, so the 
cost of living is better balanced with 
income than was the case a year ago. 





PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, FEB. 17. 
OCAL jobbers report orders dur- 
ing the first half of February 
at about the same rate which 
prevailed in the previous month. 
Nevertheless it appears that the 
month as a whole will show some im- 
provement over January, as shipments 
to many retailers were deferred last 
month, in some cases at their own in- 
sistence, and also because of credit 
circumstances. Comparisons’ with 
January are necessarily limited be- 
cause the nature of business during 
the first two months of the year is so 
similar. Deferred orders during Jan- 
uary are nearly always placed the 
following month, and in some cases 
are placed earlier thus detracting 
from total February business. 


FUTURE ORDERS 


Future orders are the principal 
form of activity just now, but the con- 
vention in Philadelphia took many 
dealers out of town last week, with a 
resultant poor showing in local sales 


books. Fertilizer is becoming more 
active, and makers believe that 
drought conditions throughout the 
Western part of the State will stimul- 
late sales considerably this season. 
Insectides are also beginning to move, 
and sales of poultry netting are mount- 
ing. Incubators have been rather 
quiet, but there has been a good de- 
mand for brooders, and shipments out 
of jobbers’ stocks have been heavy 
this month. Advance orders for am- 
munition are still being taken in good 
volume, although the price structure 
is weak, and in many cases prices are 
the deciding factor in placing orders. 
While dealers do not believe that any 
marked advance in ammunition and 
fire arms can be made during the 
summer, it is certain that efforts will 
be made to stabilize the market. 


PRICE REVISIONS 


Price changes during the week have 
been numerous, but of little impor- 
tance. Advances in fence wire and 
galvanized wire are contemplated, as 
the result of increases in mill quota- 


February Sales Are Well Maintained 
Several Minor Price Changes Effective 


tions, but wire nails are unchanged 

at $2.15 per keg. Bolts, nuts and 

rivets are weaker than they have 

been, although the primary market 

seems to be holding. The recent re- 

duction in paint quotations seems to 

have stimulated sales to some extent, 

and turpentine, linseed oil and white - 
lead are unchanged. 


INDUSTRIES 


Basic industrial conditions in the 
Pittsburgh district have not improved 
materially, but the current situation 
seems to be fairly sound. Steel ingot 
production has held at about 45 per 
cent of capacity for nearly a month, 
and recent slight losses at one or two 
plants have been offset in the district 
as a whole. Steel requirements of tin 
plate, bar and structural mills are 
still gaining, although sheets and 
strip are still very dull, and other 
lines are only holding their own. 
Prospective heavy construction work 
seems to hold the most promise for 
steel releases in the early spring. A 
number of large projects, some of 
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which are in the Pittsburgh area, are 
being figured and will undoubtedly be 
placed before the beginning of open 
weather. 

The immediate prospects in the au- 
tomobile industry are not particularly 
encouraging, although Pittsburgh 
steel mills have had recent releases 
from parts makers which will enter 
into motor car production during 
March. In the West agricultural im- 
plement makers are releasing heavier 
tonnage, but Pittsburgh mills are not 
benefiting materially from such work. 
Steel prices are approaching a time 
of real test. The market has been 
well maintained in recent weeks in 
the face of light buying, principally 
in small lots to consumers, who are 
now beginning to consider their sec- 


ond quarter requirements and are 
sounding out the market rather early. 


CONSTRUCTION 


Building operations in Western 
Pennsylvania are confined almost en- 
tirely to public and industrial work. 
Residential construction, both in the 
form of individual homes and apart- 
ments, is negligible, but such projects 
as the Pittsburgh Post Office, the new 
Mellon Institute of Industrial Re- 
search, and several bridge and high- 
way jobs are in the offing. A number 
of large jobs taken last year are just 
now reaching the point where build- 
ers’ hardware is being employed, as 
well as glass, paints, varnishes and 
other hardware products. 


UNEMPLOYMENT 


Unemployment this month has not 
changed materially from January. 
The principal industries are operating 
on a three-day week basis, and one 
large company which had heretofore 
been able to maintain a limited six- 
day schedule has cut down its work 
to five days. Salary cuts are being 
made in many cases, and a shortening 
of working hours of salaried employ- 
ees, with a corresponding decrease in 
pay, is not uncommon. Collections 
are still generally close, and hard- 
ware jobbers are meeting with con- 
siderable difficulty. The state of cus- 
tomer accounts is often a factor in 
deferring shipment of spring goods as 
late as possible. 





NEW MEX] C O . Albuquerque Sales Were Normal 
¢ Increased Construction Is Expected 


IGURES for 19380, indicating 

normal volume in Albuquerque, 

according to the 1930 census of 
distribution are as follows: Total 
business of $21,106,039 with 1897 
people employed full time. 


CONSTRUCTION 


Albuquerque’s 1930 record of new 
construction, $1,520,898, was $396,901 
below the 1929 figure, does not include 
$875,000 for the new Federal Build- 
ing, started in December. Building 
throughout the state is fairly active. 
A $1,250,000 Veterans’ Hospital and 
a $400,000 Indian School at Albu- 
querque, added to the normal pro- 
gram for 1931, will set a new record 
for annual construction. 


AGRICULTURE 


Estimates place the total figures 
for 1930 crops at about $38,000,000. 
Acreage planted to winter wheat last 
fall was larger than previously; mois- 
ture conditions so far are good. Last 
year’s pinto bean crop was the larg- 
est on record, 2,500,000 bushels. A 
recent survey of Lea County shows 
that 1100 square miles can be irri- 
gated there by shallow water wells. 
Agricultural outlook good. 


BANKING 


1930 bank clearings in Albuquerque 
show $148,167,275, compared with 
$165,074,201 in 1929. Postal re- 
ceipts at Albuquerque were $224,530, 
a gain of 1.75 per cent over the fig- 
ures for 1929. 


LIVESTOCK 


Movement of livestock to market 
during 1980 was less than in 1929. 
General range conditions fair to good, 
with recent snows assuring spring 
feed for lambing. 


MINING 


Figures for first eleven months of 
1930 show decrease in recovered 
metals as follows: 3620.5 ounces of 
gold; 30,546 ounces of silver; 1,393,- 
811 pounds of lead; 29,927,262 pounds 
of copper; 633,000 pounds of zinc. 
Gross production of metals for 1930 
was $13,772,418, against $24,473,675 
in 1929, a decrease of $10,701,257.— 
Edgar Knight, secretary, Albuquerque 
Chamber of Commerce. 





LOS AN 


HE month of January, even in 

normal times, is usually dull. 

While statistical records are 
low, optimism is accumulating and, 
excepting undue influences, February 
and March should show a healthy re- 
covery in southern California. 


BUILDING PERMITS 


Building permits for January, nor- 
mal in volume, were under any month 
since January, 1921, in value, due to 
the fact that most of the jobs were 
small. Stock Exchange transactions 
fell off during January, which is 
usual. Bank debits were about the 
same as in December, indicating 
somewhat better. retail sales during 
the month than might ordinarily be 
expected. Postal receipts show a 
‘slight increase over November, though 
naturally being lower than in Decem- 
ber, which is always a peak month. 





ELES: 


INDUSTRIAL PROSPECTS 


Among the major industries the 
outlook for 1931 is encouraging. Con- 
struction plans include some large 
projects and a considerable number of 
smaller ones, with estimated programs 
totaling somewhat over $200,000,000. 
Wearing apparel, millinery and fur- 
niture, all of which have just held 
very successful mid-winter market 
weeks, are looking forward to months 
of activity, with every indication of a 
good volume of sales. Motion pictures 
are moving along with large produc- 
tion plans. 


EMPLOYMENT 


Employment shows a gain of six 
points over December, which is con- 
trary to the usual seasonal slump, 
and very encouraging. Agricultural 
conditions are satisfactory, with the 


Healthy Recovery Is in Offing 
Retail Trade Outlook Is Brighter 


market showing some improvement 
and a normal amount of rainfall to 
date. Live stock prices are down on 
most items. Water commerce showed 
an increase in volume over January, 
1930, but slight decrease in value of 
total commerce. 


AGRICULTURE 


Reports from neighboring Western 
States indicate that agricultural and 
live stock conditions are generally 
about normal; construction programs 
promise activity along these lines 
during 1931, and, while mining activ- 
ity is still slow, there are indications 
that the future may bring improve- 
ment in this very vital industry. 


CONSTRUCTION 


Melville Dozier, Jr., manager of the 
Associated General Contractors, re- 
ports: “The month of January has al- 
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ready produced more building con- 
struction than predicted during the 
last three months of 1930. This is 
doubtless due to the fact that in 
southern California the Government is 
advertising for bids for several new 
Federal buildings, among them a post 
office building in Pomona, and another 
in Santa Ana, to cost approximately 
a quarter of a million, for which bids 
have been awarded, and on which work 
will begin immediately. Other Fed- 
eral projects are announced for early 
construction in El Centro, Calexico 
and Long Beach. In addition, there 
have been a number of private proj- 
ects of considerable size which have 
been started during the last month. 
In general the outlook for the next 
six months is very good. Engineering 
construction also appears to be on the 
upward turn. The State Department 
has several projects, which will be 
advertised for bids in the near future. 
Several municipalities in southern 
California, which are also expecting to 
begin work in the next few months, 
help to start the year off in good 
shape.” 


ARIZON 


stimulate road _ construction 

throughout Arizona. Consid- 
erable new construction is contem- 
plated. The electric power companies 
will spend about $200,000 in improve- 
ment work in central Arizona. Globe 
plans a $50,000 improvement to the 
waterworks system. A natural gas 
line from El Paso, Tex., through 
Deming, N. M., to Douglas and Bis- 
bee, to supply the Phelps Dodge Cor- 
poration, will cost about $6,000,000. 


AGRICULTURE 


Cotton picking is practically com- 
plete; no estimates have as yet been 
made for the 1931 acreage. The fall 


| EGISLATIVE action is expected to 


Paint Dates Back to the Days 
of Prehistoric Cave Men 


Twenty-five thousand years ago cave men 
used paint in certain forms. Many remarkably 
accurate drawings of animals and birds of that 
period have been discovered in these caves by 
Members of the Marshall 
Field Archeological Expedition have removed 
specimens of this paint, and on the surfaces of 
some of the recently discovered caves in north- 
ern Spain further evidences of the use of paint 
by cave dwellers have been found in the sym- 
bols of those times fifteen centuries before the 
use of writing. Red appears to have been the 
color most used, but brown and yellow also 


scientific explorers. 


appear frequently. 


RETAIL TRADE 


Merchants report that retail busi- 
ness following the Christmas holidays 
was better than had been expected. 
Although this was followed by a de- 
cline in volume during the third and 
fourth weeks of January, the month 
as a whole was satisfactory. With a 
gradual stabilization of price levels 
and low inventories, retailers are 
looking forward to 1931 as a year of 
greater sales and more profit than 
was the case last year. ‘ 


WHOLESALE TREND 


Fisher’s index of wholesale prices 
fell off gradually during the month, 
reaching a low of 77.6 on Jan. 25. The 
average for the month was 78.1. For 
December, the average was 79.6. Con- 
tinued weakness in the price of farm 
products has been the principal reason 
for the slow falling off in the index 


figure. 
BANK DEBITS 


During January, debits to individual 
accounts were nearly as large as for 
December, which indicates a relative- 


ly larger retail trade during this 
month than might ordinarily be ex- 
pected. The decline was only 2 per 
cent. Compared with a year ago, the 
increase during this January was 17 
per cent and the month rates well up 
to normal in point of activity of 


money. 
POSTAL RECEIPTS 

Continuing the movement within 
small limits, postal receipts for Janu- 
ary were 6 per cent below those for a 
year ago. Naturally, they are behind 
those for December, which is the peak 
month, but are well above receipts for 
November. The current month’s re- 
ceipts exceed those for six of the 
months of 1930, which of itself was a 
new record for transactions at the 
local post office. 


WATER COMMERCE 


The first month of 1931 shows a 
total of more than two million tons of 
cargoes passing over the wharves of 
Los Angeles harbor, with a value in 
excess of $87,000,000.—January Re- 
port of Los Angeles Chamber of Com- 
merce. 


Cuatiaaaine Nicer Construction. Contemplated 


$ State Again Leads in Copper Production 


lettuce season closed about Jan. 15. 
The total is slightly under 4000 cars 
for the season. Spring acreage of 
this crop, totaling about 15,500 acres, 
will open about March 15. Some al- 
falfa hay will likely be held over in 
the principal hay growing districts. 
A successful Citrus Fair, the first held 
in the State, took place at Mesa, Jan. 
13-17. 


MINING 


Again Arizona leads all her sister 
States in the production of copper. 
While the output of Arizona mines in 
1930 was considerably ‘less than in 
1929, the value of all copper, gold, 
zine, silver and lead was $76,095,000. 


The value of copper was about $70,- 
000,000 and volume about 564,500,000 
tons. The large copper producers con- 
tinue to stay out of the market, and 
the production of custom smelters is 
not sufficient to supply current de- 
mands. Some predictions are that 
needs of the trade will force the price 
to 12c. At least two of the mining 
companies are expected to reduce pro- 
duction still further during the next 
few months. Several of the mining 
companies are planning extensive im- 
provements. Old mining continues 
somewhat increased activity —M. E. 
Bemis, Phoenix Chamber of Com- 
merce, 
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Does it split seconds? 
It splits them into 10.000 parts 





The chronograph is one of the instruments 

that contributed to the development of 

Kleanbore Hi-Speed .22’s and Kleanbore 
Shot Shells 


Your brain can’t register a ten thousandth 
of a second. While you’re trying to think of 
it, it’s past. But the chronograph can measure 
fractions of time as small as 1/10,000 of a 
second—and that’s so small it doesn’t seem 
like time at all. 


The chronograph is only one of many in- 
genious instruments used in the Remington 
ballistic and chemical laboratories. It is these 
instruments and the experts who use them 
which enable Remington to keep well in the 
lead in developing firearms and ammunition, 
and in keeping them always .up to the highest 
The barrel time test measures the time which elapses between standards. All these vast resources are behind 
che diet Sr Gin cites 08 Gas Geek. Whi So dacs by claveets the dealers who sell Remington goods. 


circuits between the pressure gun (above) and the chronograph 
(below). This test shows the effectiveness of the primer action 
which must be neither too fast nor too slow. Satisfactory 


barrel-times are between .0025 and .0035 of a second. 
The Greatest Value vee Offered— Rf PLES ABLE 
The Remington Standard American 
Dollar Pocket Knife PRESIDENT. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 

















25 Broadway, New York City Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
© 1931 R. A. Co. 


TLE FP LAE TI SI ERE RS AS LL ATES TR NETO 
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NEW YORK: 


Feb. 17. 

ITHIN the past week the de- 
W onana for hardware has reg- 

istered a moderate gain. The 
increased activity is attributed to a 
wide range of general hardware being 
ordered. The recent snowfall in the 
metropolitan area created a call for 
snow shovels, scrapers, and pushers 
as well as sleds. As a consequence, 
wholesalers will carry over very little 
merchandise of this type into the next 
season. Housefurnishings are in im- 
proved demand as early spring sales 
of housewares are being conducted or 
are being planned by many hardware 
stores in this territory. Merchants 
have discovered that housewives are 
quite willing to part with their money 
when special values in needed kitchen 
or home wares are offered. Such 
items, retailing at around $1 are in 
excellent demand. Spring lines are 
enjoying a fairly active early demand. 
Wholesale sales, so far this year, con- 
tinue to compare fairly favorably with 
a year ago. However, it will be re- 
called that activity at the correspond- 
ing time of last year was by no means 
up to normal. Until further improve- 
ment takes place in basic conditions, 
no substantial increase in activity ap- 
pears likely. It is believed, however, 
that business will be maintained at 
about the present level, until the gen- 
eral situation brightens to a more ap- 
preciable extent. 


ELECTRICAL GOODS 


Small electrical parts, incandescent 
lamps, and similar items are in good 
demand. The appliance demand, how- 
ever, is lagging, with the exception of 
such items as are being used in special 
sales. January appliance sales with 
distributors showed a decline from a 
year ago and the current month will 
also, unless buyers come into the mar- 
ket in large numbers, seeking spring 
merchandise to supplement present 
stocks of sales merchandise. 


COLORED KITCHEN ITEMS 


Kitchen items in both tin and 
enameled ware of various colors are 
in improved demand. A shift in favor 
from cream and white, to yellow, blue 
and green is noted in the orders being 
received at the present time. Jobbers 
and selling agents declare that pro- 
ducers, after several trials, have be- 
come convinced that pastel shades and 
light-colored articles did not find 
favor with housewives, and are push- 
ing more colorful wares. Glazed kit- 
chen pottery, in attractive colors, has 
become a very active line in many 
hardware stores. Prices on pottery 


have firmed up on the low levels of 
last year. 





AT A GLANCE 
The demand for hardware 


has shown a moderate gain. 
The general run of hardware 
is responsible for the increased 
activity. 

* % & 

Housefurnishings are in ac- 

tive demand for special sale 
purposes. Items retailing at 
around $1 are moving in an 
excellent volume. 

* % # 


Some electrical items are 
quite active. The appliance 
demand is largely centered 
upon popular priced items. 
Colored kitchen items in tin 
ware, enamel ware and pottery 
are enjoying a fairly brisk de- 
mand. 

* # & 

Toy prices announced in 
connection with the toy fair 
now in progress show reduc- 
tions ranging upward to 15 
per cent. Prices have a some- 
what firmer tendency. 











EMPLOYMENT 


Factory employment in New York 
State showed a drop of 2.5 per cent 
in January, lowering the employment 
index to 75.5, Industrial Commissioner 
Frances Perkins announced recently. 

Comparison of total employment in 
January with that of October, 1929, 
when the index stood at 100.4, would 
indicate that one out of every four 
persons working in factories in 1929 
was idle or engaged in other work in 
January, 1931, according to Miss Per- 
kins. 

The index numbers are computed on 
the basis of the monthly average for 
the three years 1925, 1926 and 1927, 
which is taken at 100 per cent. 

The New York City drop in factory 
employment was greater than that of 
the average for the State, decreasing 
4 per cent. Miss Perkins attributed 
the large drop to slackness in the 
metal and machinery industries. Utica 
showed a reduction of 8 per cent, due 
mainly to the poor textile business, 
while the Albany-Troy-Schenectady 
district and Syracuse each showed a 
decline of 3 per cent in employment 
for the month. 

“Tron and steel, which had suffered 
a 9 per cent drop in December, was 
the only industry in this group [metals 
and machinery concerns] to show a 


Demand Registers Moderate Gain— 


Month Is Expected to Hold Its Own 


gain for the State as a whole,” de- 
clared Miss Perkins. “Makers of ma- 
chinery and electrical apparatus and 
boat and ship builders laid off the most 
workers. Automobile and railroad 
shops in-New York City held up bet- 
ter than those up-State.” 


WHOLESALE TRADE 


The volume of December business 
done by wholesale dealers in this dis- 
trict averaged 16 per cent smaller 
than in December, 1929, the smallest 
decrease from a year previous, since 
May, according to the Feb. 1 Review, 
issued by the Federal Reserve Bank 
of New York. The wholesale sales of 
hardware were 20.4 smaller than a 
year ago. Stocks at the end of De- 
cember, 1930, were 18.2 per cent 
smaller than at the end of December, 
1929. The percentage of accounts out- 
standing Nov. 30 and collected in De- 
cember, 1929, was 51.8 per cent, while 
for the same period in 1930 was 40.3 
per cente December, 1930, sales as 
compared with the preceding month 
were 0.9 per cent smaller. Sales for 
1930 as compared with 1929 were 15.8 
per cent smaller. 


BUILDING PERMITS 


The total value of building permits 
issued for January in New York City, 
according to Bradstreet’s, was $33,- 
515,800, which compares with $27,- 
635,979 in December and $29,591,491 
in the like month a year ago, increases 
of 21.2 and 13.2 respectively. Builders’ 
hardware has recently been slightly 
more active. With the advent of the 
active spring building season, further 
improvement. appears likely, as resi- 
dential construction is expected to 
show a substantial increase. House- 
hold tools are in moderate demand as 
are most staple building supply lines. 


TOY PRICES LOWER 


Price reductions, ranging upward to 
15 per cent, are a feature of the Toy 
Fair which opened recently in New 
York under the auspices of the Toy 
Fair Chamber of Commerce. Ex- 
hibitors reported sharp reductions in 
prices for wheel goods. Prices on tri- 
cycles were said to be the lowest in 
several years, with some offered to re- 
tail at $1 or less. Sheet metal toys 
have been reduced about 10 per cent. 
About 700 hundred firms are display- 
ing their lines and it was said that 
orders for current and pre-Easter de- 
livery were shaping up well, with a 
good attendance of buyers present. 


PRICE SITUATION 


Manufacturers have made few 
changes of importance recently, al- 
though several are making a more 
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1600 customers the opening day —— 
in the black five months later! 








Mohr-Jones’ newest branch scores lightning success 


with modern methods and Lupton Metal Store Equipment 


When the Mohr-Jones Hardware Company opened _ for service—or for equipment. Lupton equipment is 
their West Racine branch, they figured it would be at right—it’s modern—it’s finished in warm, attractive 


least a year before the store was making money. That _—_colors that make your store bright and cheerful. 


had been their experience in opening other branches. _And because it’s built of steel, Lupton fixtures offer 
The branch was opened in May, 1930.In September, __ the biggest long-run value you can get. 
five short months later, the store was in the black. If you want to make more money in 1931, visit 


Modernization did it! the Lupton exhibit at your State Association Show. 
Or, if you wish, just drop a postcard to David Lup- 
Modern methods and modern display fixtures did ton’s Sons Company, Philadelphia, Pa., and a Lupton 
it. From front to back, the store has Lupton Metal store engineer will call at any time you say. 


Store Equipment—the open display fixtures built to ; 


N.R.H. A. specifications. Lupton equipment enables 
this 18 by 50 store to display as many items as most 
stores twice the size. The result is more self-service—a 
bigger unit of sales—faster turnover—bigger profits. 
To modernize successfully, you need more than new 
fixtures. You need the help of a trained store engi- 
neer. You get it from Lupton—free! The Lupton M ETAL S TORE 
store engineer helps you plan your entire store— 


how much space to allot to each department—where EQU | be M ENT 


it should be located—how much stock it needs. He 


helps you display and panel your entire stock. 


No other f~ture manufacturer can touch Luptox BUILT TO N.R.H. A. SPECIFICATIONS 
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pronounced effort to enforce a rigid 
price maintenance policy on their 
products. This in effect has served to 
create somewhat firmer prices and has 
resulted in a healthier situation for 
wholesalers. Prices on wire products 
are being adhered to more closely 
than earlier in the year. Raw copper 
prices have again advanced after de- 
clining to last year’s low level. This 


TWIN CITIE 


MINNEAPOLIS, Feb. 17. 


ITH the advance of the 
month it seems that predic- 
tions for a gradual increase 


in business are to be fulfilled, as job- 
bers apparently feel that they are 
showing an improvement in sales. 
With the Northwest Auto Show and 
the Twin Cities Market Week in the 
background, purchases made by vis- 
iting dealers in all lines have helped 
the tone of the markets here. 


CONVENTION MEETS 


This is the week of the Minnesota 
Retail Hardware Association conven- 
tion, which will be attended by hun- 
dreds of merchants from over the 
Northwest, giving them still one more 
opportunity to inspect the lines of- 
fered by jobbers for this year. 


PROSPECTS BRIGHTEN 


Inquiry in the hardware field in 
many directions and from different 
angles brings the information that, 
while business for last year did not 
yield the profits that had been hoped, 
in many cases the returns were ahead 
of what had been anticipated. In 
other words, dealers found that the 
sum total of the year was better than 
they had thought before inventory 
and statement time. With conditions 
fairly favorable in this part of the 
country, this year will show ad- 
vances. 


AGRICULTURAL OUTLOOK 


The continued lack of snow has 
caused some comment as to the condi- 
tion of soil and crops for this year. 
Reports from parts of North Dakota, 
for instance, seem to refute any ad- 
verse results, for the soil is said to 
be in excellent condition, and pros- 
pects for a crop are very good. With 
a fair amount of moisture this spring, 
there will be every encouragement for 
fair to good crops in the Northwest. 


BANK CLEARINGS 


Bank clearings for January in 
many of the Northwest cities show 
an increase over those for December. 


is expected to have a stimulating ef- 
fect upon buyers who have been too 
cautious. Price concessions continue 
to be offered rather freely when large 
orders for most staple lines are at 
stake. 


COLLECTIONS 


The credit situation remains prac- 


» 





AT A GLANCE 


Earlier predictions of . a 
gradual increase in business 
are being fulfilled. Various 
events in the Twin Cities have 
attracted dealers which has 
helped the tone of this mar- 
ket. 

* 8 # 

Retailers found that the sum 
and total of 1930 business was 
considerably better than they 
anticipated. The current year 
is expected to show improve- 
ment. 

* 8 # 

The continued lack of snow 
and rain has caused some con- 
sternation over the agricul- 
tural outlook. January bank 
clearings showed an increase. 

* 8 & 


Prices are steady and no re- 
cent changes have become ef- 
fective. No major, revisions 
appear likely. The volume of 
spring merchandise is increas- 


ing. 











With progress being made in many 
lines, February should show another 
increase over January in this par- 
ticular. Savings accounts continue to 
show high totals, indicating that this 
part of the country is in excellent 
financial condition, and all that it 
needs now is to have some of the 
many construction projects under 
way, for a steady gain in business. 


PRICE INFORMATION 


Prices are steady, showing no 
changes for this week. There are 
apparently no factors in the market 
which would cause any radical 


change at the present time, and any 
changes will be probably adjustments. 
In the near future, possibly next 
week, prices on a number of seasonal 
items will be shown. 


tically unchanged, although it would 
seem that the peak in the number of 
business failures has been passed. 
Wholesalers express confidence in the 
ability of retailers to meet their bills 
when the active spring season gets 
under way, which will enable dealers 
to turn a goodly portion of their 
stocks into cash. 


Demand Shows Gradual Gain 
$ Prices Are Steady and Unchanged 


SPRING GOODS 


Shipments of spring merchandise 
from jobber to dealer are increasing 
with the advance of the season. Some 
of this covers orders booked for fu- 
ture shipment last fall, and some fills 
orders booked since the first of the 
year. Future orders continue to run 
light, the tendency being to order 
as the merchandise is needed, risking 
the possibility of an advance in prices. 


Westinghouse Leaflet 
Describes Knife Switches 


Type AL knife switches, a new line 
of switches, designed to meet the latest 
requirements of the National Electric 
Code and the National Board of Fire 
Underwriters, are described in leaflet 
20509, published by the Westinghouse 
Electric & Mfg. Co., East Pittsburgh, 
Pa. The publication covers the appli- 
cation and construction of the switches, 
and contains a table including ratings 
and style numbers. It has been assigned 
\. I. A. number 31-D-41. 


Catalog 7 Issued By 
Knox Stove Works 


An attractive illustrated catalog has 
been issued by Knox Stove Works, Knox- 
ville, Tenn. It is catalog No. 7, repre- 
senting the Knox line as it now is. Addi- 
tions to the catalog will be issued from 
time to time. The catalog, in addition to 
containing information regarding terms, 
materials and guarantee information, 
shows the various members of the line 
in actual colors. Specifications and de- 
scriptive matter are included in the 
catalog. 


Mayes Bros. Publish 
Catalog on Levels 

Mayes Bros. Tool Mfg. Co., Port 
Austin, Mich., has issued its catalog No. 


15. The catalog shows the company’s 
line of levels. 
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The pages of the new Goodell-Pratt 








Goodell-Pratt Company 


GREENFIELD Soolimittes, MASSACHUSETTS 
NEW YORK 107 Lafayette Street ° LONDON 127 Queen Victoria Street @ CHICAGO 38 North Clinton Street 
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CHICAGO: 


(Chicago office of HARDWARE AGE) a 
CHICAGO, Feb. 17. 


\ X Y HOLESALE hardware vol- 
ume is moving along at a 
fair pace in preparation for 

retail volume expected. Considering 
that January and February are nor- 
mally low months, so far as retail 
sales are concerned, dealers outside 
the drought-affected areas are doing 
a moderately good business. In Chi- 
cago and suburbs the average dealer 
is registering little complaint; on the 
contrary, in many cases, he is adopt- 
ing measures to increase his trade. 
Largely because of price recessions, 
wholesale volume shows a slight fall- 
ing off as compared with last year, 
but in general the stream of business 
is about the same. In the more north- 
erly territories sentiment seems to be 
improving. Southward, however, con- 
ditions are not good. 


BUILDING SUPPLIES 


Mechanics’ tools and builders’ hard- 
ware remain at low ebb because of 
lagging conditions in the structural 
field. It is believed, however, that in 
the long run the experience of 1930 
will prove a tonic for the building in- 
dustry. Pressure is being exerted 
toward the improvement of financing 
practice. Some observers declare that 
the swing from a strictly buyers’ mar- 
ket to more of a sellers’ market is 
nearer at hand than many suppose. 
Talk of a building revival persists. 
Frank D. Chase, a Chicago architect, 
has this to say: “Building of all types 
are now needed. I believe that 1931 
will be a far better year in all classes 
of structures than 1930. Prices of 
building materials have begun to in- 
crease and will continue to increase.” 


SUBURBAN PROJECTS 


Forty-four Chicago suburbs in Jan- 
uary showed a total prospective con- 
struction volume of $3,085,726, as 
compared with $1,082,105 for the same 
month of last year, or an increase of 
182 per cent. This percentage, how- 
ever, is not so significant as it ap- 
pears on the surface, for most of it is 
rolled up by permits granted for in- 
dustrial building in the Calumet steel 
producing district. The residential 
building involved is comparatively 
light, whereas the industrial work is 
part of a long-term program, though 
the opportunity for employment is 
none the less welcome. In Chicago 
proper January permits totaled $2,- 
838,400, as against $5,442,500 for Jan- 
uary, 1930. 





AT A GLANCE 


Wholesale volume shows a 
slight falling off, as compared 
with last year, but in general 
the stream of business is about 
the same. 

* # & 

Mechanics’ tools and build- 
ers’ hardware remain at low 
ebb, but improvement is indi- 
cated in building activity, es- 
pecially in suburban construc- 
tion projects. 

* % % 

Poultry supplies are in ac- 
tive demand. Lunch kits and 
vacuum bottles are registering 
an improved call.. Attractive 
prices have stimulated the de- 
mand for wheelbarrows. 

* 8 & 


Farm equipment and sup- 
plies are enjoying a fairly ac- 
tive demand. Electrical goods, 
with the exception of some 
types of appliances, continue 
active. Wire cloth is moving 
fairly well. 











ACTIVE ITEMS 


Lunch kits and vacuum bottles are 
registering something of a spurt. This 
is interpreted as a direct reflection of 
the upturn in employment. Some of 
the newly projected public and semi- 
public construction jobs are pretty 
well under way. Many such kits, how- 
ever, are bought for school children. 
Incubator and brooder thermometers 
are still moving, an indication that 
numerous poultry raisers continue in- 
dependent of the commercial hatch- 
eries. Poultry fencing is among the 
active items. There is a fair move- 
ment of general hardware staples, in- 
dicating the disposition of dealers at 


Trade Compares Fairly Well with Year Ago 


Suburban Construction Shows Increase 


large to replenish their regular 
stocks, which in some lines had been 
almost depleted. The bulk of this 
business is going into territories rela- 


tively unaffected by last year’s 
drought. Steel goods are being 
shipped in, increasing volume as 


spring approaches. 


FARM EQUIPMENT 


Attractive prices are current on 
wheelbarrows, although some whole- 
sale buyers seem to think these fig- 
ures may go up in advance of the main 
selling season; according to the man- 
ufacturers in this line there has been 
little or no profit in the industry for a 
good many months. In the better 
agricultural sections retail hardware 
men are showing increased interest in 
sweat pads, strap work, collars, snaps 
and other harness supplies. Demand 
for standard items under this head is 
having a~favorable effect on whole- 
sale shipments. Jobbers are prepared 
to supply such harness sundries at 


figures which permit comfortable 
competition with the mail-order 
houses and chain stores. With the 


passing of the harness shop, more and 
more goods of this class are being sold 
through hardware channels. 


ELECTRICAL GOODS 


Electrical accessories continue ac- 
tive, although appliances are slug- 
gish. The copper market is still 
weak. Some of the big producers in- 
dicated a few weeks ago that they 
were disposed to step up the price at 
the rate of a‘quarter of a cent a week 
until it should reach 18c. a pound by 
March. Evidently it proved impos- 
sible to carry out such a program, 
for the current quotation on copper is 
9%c. Paints and varnishes are slow, 
although there is a slight increase in 
the activity of brushes. Wire cloth 
is moving fairly well. Although the 
grass is turning green, the present dry 
weather is rather unfavorable to the 
lawn mower trade. 











“The management declared at the begin- 
ning of the business recession that it would 
maintain the wage scale and protect the job 
of the employe. In a period when unemploy- 
ment in general was widespread, we have 
maintained our payroll force and through 
part-time operations given our regular em- 
ployes an opportunity to work.” 


Bethlehem Steel Company 
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No. 1632 


MARCH & APRIL 


Best Season to Sell 


WIRE BRUSHES 


Milwaukee Wire Brushes sell best because 
their quality proves superior when com- 
pared with other makes. 
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Made of First-grade Tempered Steel Wire 
uniformly well filled, perfectly balanced, 
and noted for long service and durability. 
Styles shown include the most popular sell- 
ers to Painters and Mechanics. Other styles 
for every requirement. 





No. 1641 


The Milwaukee is the most complete line of 
Steel Wire Hand Brushes on the market. 


Our trade-mark stands for uniformity of 





manufacture. 
JOBBERS will find us Headquarters for 
everything in Brushes and Brooms. We No. 1651 


manufacture a complete line (Wire, Bristle, 
and Fibre) for the general Hardware trade. 
Dealers supplied through their Jobbers. 
Send for Catalog 29 and prices. 


The MILWAUKEE BRUSH 
MANUFACTURING CO. , 
Milwaukee, Wisconsin 


Makers of 


BRUSHES and BROOMS 




















WIRE—BRISTLE—FIBRE 





No. 1661 














66 HARDWARE AGE for FEBRUARY 19, 1931 








tical that the patron is inclined to 
give. You can’t send letters that 
sound personal unless you know 
something about the person ad- 
dressed. The purchases they made 
will suggest what lines or items 
they may be interested in when you 
mail out your advertising. 





| Of course your charge accounts 
| | will give you a good start. But 
= don’t mail direct from the accounts. 
Copy the names on 3 x 5 cards be- 
| | fore you begin to determine what 
J classifications you want to make. 





Classify "Em 


|For a starter you might have all 
. L | the names in one file, using differ- 
The Starrett Semi-Flex is | ent colored cards for such primary 
| segregations as: 

the new hacksaw blade 8. i Pee Or 

for plumbers, garage- = Men’s trade; blue. 

nae. | Children’s; pink. 

men, electricians and. 
metal workers. It’s speci- 
ally designed for trouble 
jobs. Recommend it and 
you'll make many new 


friends for your store. 


Try to classify each name fur- 
ther. For instance, A, high unit 
sales; B, low unit sales, ete. Your 
mail can then be of more value. 


Such a plan as this is all the more 
important to the store which must 
| be sparing with its advertising ap- 
propriation. The sensible course in 
such a case is to mail only to those 


‘ . likely to be interested, the ones who 
Write for folders describ- had actually bought in your store 


ing this new blade; for maroon 
extra copies of Starrett 
Catalog No. 25 “A.” Give Cash Customers a Break 





Cash customers are glad to give 
their names if they know it is to 
their advantage. Tell them you 
want to give your regular customers 
whatever preference you can re- 


THE L. S. STARRETT CO. 
World's Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS, U. S.A. 


garding special values. Then stick 
to your word. In fact, the cash 
customers appreciate attention. 





They are quite often heard voicing 
the justifiable protest that mer- 
chants pet and coddle their charge 
customers, while they ignore the 
ones who hand over good cash when 
they buy. 

How your list will grow if you 
keep at it right! Put on a little 
contest among the salesmen to get 
them going. Be sure to get names 
of customers you miss as well as 
those you sell. They are A 1 pros- 





Have You a Listless Mailing List? 


(Continued from page 31) 


pects. Have a file to preserve the 
cards of the “nixies,” returned mail 
on which you fail to locate correct 
addresses. 


Watch the Initials! 


For goodness sake get the name 
and the initials right. If you ad- 
dress S. R. Berke as F. R. Burke 
it peeves him and takes all the per- 
sonal appeal away from what you 
have to say. And the most dis- 
couraging feature is the high cost 
of wrong addresses. The moment 
you begin keeping a file it begins 
to get out of date—become list- 
less, you might say. In the 
larger cities 25 per cent of the 
population move or die every year. 
Figuring it out you will find that 
if a list was 100 per cent cor- 
rect five years ago it’s only 24 per 
cent correct now. Yet there are 
ways of keeping the returns down 
under 5 per cent, depending greatly 
upon how often you make a mail- 
ing. 

First, get acquainted with the 
postmaster. He knows more than 
you ever suspected about lists, 
mailings, and getting the most out 
of a postage stamp. He is anxious 
to keep your list correct to reduce 
forwarding and returns. 


For this purpose there is a regu- 
lation. which_permits the following 
inspection to be placed in the lower 
left hand corner of third or fourth 
class mail: 


“Postmaster: If the addressee has 
removed, notify sender on FORM 
3547, postage for which is guaran- 
teed.” 

Get This Right! 


The post office advises that you 
print the words “FORM 3547” ina 
rectangle in bold type so the latter 
carrier will not overlook it. This 
form compels the carrier to fill in 
the new address as well as the old, 
and costs the sender two cents 
each. You may also add to the 
above inscription additional instruc- 
tions to destroy the matter, for- 
ward it, postage guaranteed, or re- 
turn it postage guaranteed. 


The post office is equipped to 
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check your list or any part of it 
against its own records at a cost of 
65 cents an hour for the clerk’s 
time, but not more than twice a 
year. 


Of course first class mail is for- 
warded without notifying the 
sender. 


Whenever you have a large mail- 
ing which you are anxious shall 
reach all customers exactly the same 
day, you may send it to the post 
office several days ahead of time. 
It will be sorted and distributed 
to the several substations, but not 
released till the day you specify. 
The post office strives to please its 
patrons just as you do. 


Naturally, the directory and the 
telephone book are first aids in 


checking up wrong addresses. But 
really, most mailing lists become 
listless and consequently useless, 
not because it’s so hard to keep 
them up, but because it’s so con- 
founded easy! 


Everyone around the store con- 
siders it beneath his dignity to 
fritter away his time on that stack 
of returns over in the corner. Neg- 
lect doubles the task, often result- 
ing in throwing up the whole 
system. 


An hour a day will keep the aver- 
age store’s list right up to date. 
This work will pay for itself every 
single mailing. But it has to be 
done by some individual who is 
really alive to the importance of 
saving it from becoming a listless 
mailing list. 


Smokers for Master Painters 


(Continued from page 39) 


sold to master painters. The Van 
Atta establishment has always 
catered to the trade of the fair 
sex and has enjoyed a large share 
of their patronage. “This,” said 
Mr. Luke, “is partly explained by 
the fact that we are centrally lo- 
cated in the center of Marion’s 
shopping district, but our efforts 
to serve the ladies especially well 
have not been. without their 
benefits.” 


Remodeled Store Draws Women 


Last spring the store was com- 
pletely remodeled, with a view 
toward making it even more at- 
tractive to women shoppers. Old- 
style show cases were replaced 
with open display tables and sev- 
eral major lines were moved about 
to facilitate placing the goods 
purchased by women in more 
prominent store locations. The 
change has resulted in wonder- 
fully increased sales in practically 
every line, including paint, which 
steadily increases from year to 
year. The paint department occu- 
pies a space about twenty-eight 
feet long, along one side of the 
store in the extreme rear. It is 
the belief of the firm that it is ad- 
vantageous to have some of the 
best selling major lines in the 


rear of the store to increase store 
traffic. “This results,” Mr. Luke 
said, “in customers seeing more 
merchandise they might be inter- 
ested in than if the paint depart- 
ment were located in the front 
part of the store.” 


Western Canadian Dealer 
Enjoys Hardware Age 


LACOMBE, ALTA., CANADA.—In re- 
newing our subscription to the 
HARDWARE AGE for another two years 
the writer cannot let the opportunity 
pass without expressing his apprecia- 
tion of the fight HARDWARE AGE is 
putting up in behalf of the retailer. 

While we are away on the outskirts, 
the same problems apply all over. We 
are only at the beginning of public 
utility competition but it has started 
even in our small town and your 
comments on this are read and 
digested and passed on to others. 

The articles by Saunders Norvell 
are always read and enjoyed. A few, | 
(not hardware men, but bankers and | 
lawyers) drop in to our office and 








want to see what Norvell has to say 
this week. 

The secretary of our retail associ- | 
ation calls when going through and | 
gathers a bunch of back numbers and | 
he tells me he gets a lot of good ideas | 
to use in his work. | 

Wishing you every success, 

(Signed) W. N. Morrison, Mgr. | 
Morrison & Johnston, Ltd. 








Prpe vises ba 


with unbreakable 
hooks, chain vises \ 
with 1-piece jaws—vises 
with sales points that sell 


There are sound reasons why these vises sell 
more readily, give more satisfactory service, 
build business. 


ARMSTRONG BROS. Standard Pipe Vises 
Bodies of Certified Malleable Iron with 
unbreakable hooks of drop forged steel and 
jaws of tool steel that are hardened, tem- 
pered and tested. 


ARMSTRONG BROS. (Patented) ChainVise 
Drop forged, 1-piece jaws—solid center gives 
full support to small pipe. Proof tested chains. 
Drop forged base and handle, alloy steel 
screws, and hardened nut. 


These vises carry the Arm-and-Hammer Trade 
Mark—the recognized mark of the “Better 
Pipe Tools.” 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People”’ 


314 N. Francisco Ave., Chicago, U.S.A. 








Write for Catalog B-27, 
176 pages of Quality Tools 
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There's Sport 
In Spearing 


With ARCADE Fish Spears 
It all depends on the fisherman. If he is familiar 
with good fishing holes, is enthusiastic about 


e) his sport and above all, knows high grade spears, 
even the fish can’t beat such a combination. 


Y) 


That is why the high quality 
Arcade Spears will assure your 
good reputation with your trade. 
For fish and frogs, the Arcade 
Spears are best. The prongs are 
made from crucible analysis 
spring steel and the points and 
barbs are ground to a fine pene- 
trating taper 





No. 5 Fish Spear 


No. 9747 
Fish Spear 





No. 9753 
Frog Spear 








There’s a market for these high grade spears 
the year round and every dealer should keep 
a complete line of them on hand. Arcade 
Spears have been used by good fishermen 
for years and their durability makes real 
friends. If your jobbers do not carry Arcade 


Spears write us direct. 
HARDWARE 
Ss 


ARCADE *"r3¥ 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 





Milwaukee Store Proves 


Business IS Good 


(Continued from page 27) 


and Michigan Streets, is creating much interest as a 
concrete example of business optimism. Frank J. 
Prince, floor manager, originated the idea.” 

In describing how the window was installed, Mr. 
Prince said: * “We do not depend upon manufacturers to 
furnish our window display material—we make our own. 
For the background, orange and black crepe paper were 
used. In the center of the display; on the floor, we made 
a cone shaped frame and this was covered with the 
actual envelopes, in which orders have been received by 
the company. We had been saving envelopes for the 
purpose for some time. A mail bag was then suspended 
from the center of the ceiling and a continual stream 
of envelopes, to all appearances containing orders, ap- 
peared to be dropping on top of the huge pile. This 
effect, which gave the display twice the appeal, because 
it contributed motion to catch the eye, was obtained by 
an arrangement of a speed reducer and motor driving 
a continuous belt, upon which, the letters were affixed. 


The Talking. Signs 

“On each side of the pile of orders, a single mail bag 
was placed in each rear corner. One of these was filled 
with mail orders, while the other was overflowing with 
parcel-post packages ready for mailing. In the fore- 
ground, ten telephones, five on each side, were placed 
to represent our city sales department. They served 
to stress how easy it is to order by phone. This was 
accomplished by placing white cardboard discs, 4 in. in 
diameter, underneath the mouthpiece of each phone. 
Each disc bore a different lettered message, phrased as 
follows: 
‘Telephone Your Orders—Broadway 17770.’ 
‘Use the Telephone for Service.’ 
For Mill Supplies—Broadway 7779.’ 
‘Service By the Clock—Not By the Calendar.’ 
‘Special Attention Given to Phone Orders.’ 
‘Easy to Remember—Broadway 17770.’ 
‘Business Is Good—Broadway 7770.’ 
‘Broadway 7770 At Your Service.’ 
‘5 Trunk Lines—15 Telephones.’ 
‘Concentrate Your Orders.’ 


“Two large show cards were used on the background. 
On one of these calling attention to the firm’s facilities 
for handling mail orders, this message appeared: 
‘Mail Order Service—Service Unexcelled—With this 
service your orders are shipped the same day received. 
Give your every day support and patronage to your mill 
supply house. Mail your orders to Western Iron Stores! 
The card on the opposite side, emphasized the provisions 
the firm has made for filling phone orders and read: 
‘Phone Order Service—Service By the Clock—Not By 
the Calendar—Our service to you is measured by the 
clock—not by the calendar. We can serve you with a 


promptness which distant manufacturers cannot pos- 
sibly furnish. Broadway 7770 at your command.’ ” 
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Faces Utilities Competition 
on Lamps at Cut Prices 


CHATFIELD, MINN.—Having been a 
reader of the HARDWARE AGE for 
many years, I wish to announce our 
support in your articles in connection 
with the power companies in business. 

We are thrown in competition with 
the power company in our little burg. 
They do not maintain a place of busi- 
ness or display rooms. They have a 
$10.00 a month man who locates 
trouble on the lines. Their canvassers 
come down from Rochester, solicit and 
get most of the appliance business. 

Just recently we ran against them 
on lamp sales to our local school 
board. Lamps are sold on contracts 
and the manufacturer professes to 
protect the agent on prices on lamps. 
They quote practically wholesale 
prices. How long can merchants meet 
this type of competition? 

We feel the power companies should 
be forced out of the mercantile busi- 
ness, or forced to do business on a 
sustaining basis. 


(Signed) C. W. HEYDON, 
H. H. Heydon & Son. 


——— 


Urges Use of Advice 
on Incorporation 


Mount VERNON, N. Y.—As a sub- 
scriber to your magazine for over 
twenty years, I wish to inform you 
that I have just read an article in 
your Jan. 29 issue by Albert Woodruff 
Gray, and wish to say that this is 
just the condition that we have passed 
through recently. I had been in the 
hardware business for over twenty 
years starting when a young man of 
twenty-one years of age, and building 
my business up until the crash of 
1929. I found that our assets were 
entirely frozen due to racketeering 
in the building industry which de- 
veloped in the district in which we 
were located. In order to stay in the 
business it would have taken an enor- 
mous amount of cash to carry on, and 
as we were unable to raise the cash 
in order to liquidate at 100 cents on 
the dollar we were thrown into bank- 
ruptcy by the creditors. We started 
in business again with what available 
cash we had and commenced to build 
up our business. If we had not been 
incorporated we would have been per- 
sonally liable for all debts. 

I sincerely hope that the readers 
of your magazine, especially the retail 
hardware dealers who are doing busi- 
ness under a partnership or their own 
names, would adhere to your advice. 

(Signed) Harry A. DOUGLAS, 
Douglas Hardware Co. 


bring new sales 


opportunities fo 
Theyre Wonderful for 


MIXING PAINT, LAC _—- 
PASTE € CHEMICAL 


Thousands of Dazey churns are now in 
use by painters, paper-hangers, chem- 
ists, manufacturers of patent medicines, 
beauty lotions and preparations of all 
kinds that require emulsifying. You 
can recommend them as the best mix- 


New Uses 


For Dazey Churns 
JSobhers® Dealers 








ers of liquids on the market. 


PUT DAZEY CHURNS ON DISPLAY 


IN YOUR PAINT DEPARTMENT 
Order from Your Jobber 
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ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 

The commuter, the farmer, the house- 
wife, all who pass your windows judge 
you and your merchandise by your 
window displays. 

‘Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 


Don’t neglect your best invitation to 
new and increased business. 
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PIN TUMBLER 
BRASS PADLOCKS 














Anything worth locking is worth locking 
“securely.” 


This Eagle Pin Tumbler Brass Padlock 
combines security with big value. It gives 
permanent satisfaction to customers. 


The mechanism of the lock is contained 
in a solid brass block surrounded by a 
heavy brass jacket, highly polished. The 
shackle is of case hardened steel. It is 
locked in the case by a double rotating 
bolt, which engages in two notches at both 
ends of the shackle. 


No. 04810—1%” Diameter. 
No. 04811—1'4” Diameter. 


The Eagle Quality Line 


Night Latches 
Trunk Locks 
Front Door Sets 
Cabinet Locks 


Store Door Sets 
Padlocks 

Wood Screws 
Stove Bolts 














EAGLE LOGI CO. 


26 Warren Street W York 


Bronch Offices: = 
521Commerce St. 177-(79N.FranklinSt. 14 Bedford St 
Philodetphio, Pa. Chicogo, Ill. Boston, Maso 





Works ot Terryville, Conn. 











If You Want the Women’s 
Trade 


(Continued from page 34) 


top about 8 inches wide and 15 inches long. On this 
pedestal there should be some outstanding value in a 
handy popular tool item, such as a wrench set, rule, 
plier or screwdriver. With it should be a metal card 
holder with an attractive price card. The figures on the 
card should be in Red, and the lettering in Black, with 
the firm name at the bottom. For example: 


(A REAL VALUE) Black 
39c. Red 


(John Doe Hardware Co.) Black 


An orange background is best for the display of high 
grade tools and orange color should also be used on top 


| of the display table. 


Now suppose you have similar displays on all the 
other tables, with high grade items either on the table 
with the cheaper goods or well displayed in closs prox- 
imity. The outstanding values on each table are elevated 
to the 44 inch level, or what is termed the first eye line. 
As a customer enters the store, his or her eyes glance 
over the sales room, and take in the outstanding array 
of special values. Immediately a price atmosphere is 
created. 

In closing out goods which a merchant wishes to dis- 
continue, or in moving slow selling merchandise, this 
type of display is logical and effective. The goods men- 
tioned should be displayed on the tables with the pedes- 
tals showing new items or special bargains. The bar- 
gain tops, should, of course, be changed frequently. 

Now suppose that you have 15 tables in your store 
and on each table at the 44 inch eye line there is an 
outstanding value to meet the glances of those who enter. 
The first impression on the customer mind would be 
that of 15 bargains—15 special inducements to buy. 
Now the bargains on each pedestal are related to the 
items on table beneath it, therefore as the customer 
reaches across any table to pick up and examine the 
bargain item, she sees many other items related to the 
one she has in her hand. Also each of these items is 
plainly priced and displayed in a way to create desire. 
The bargain has drawn her to the table; the display has 
created a price appeal. She is in a buying mood. She 


| knows that the article on the pedestal is a bargain, and 


she naturally infers that the other items are likewise 
bargains. Therefore when she sees all the other items 
related to the bargain, each plainly priced, nine times 
out of ten she is influenced to purchase additional 
items. 

Modern merchandising demands that a merchant 
make every table in his store a Selling Machine. Now 
a machine will not function without power; likewise no 
display table will sell merchandise properly unless it offers 
some outstanding value, to draw customers to it, or to 
make them stop as they happen to pass it. These items 
must be on display 10 inches above the table top, or at 
the 44 inch eye line. 

If you want the women’s trade of your town, give the 
above described methods a trial. 
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Now! We'll Get Down to 
Brass Tacks 


(Continued from page 30) 


Waste Must Be Eliminated 


To get prices down we must eliminate waste—buying in 
unprofitable quantities forms one of the greatest wastes 
in the chain of jobber-dealer distribution. It should be 
eliminated. 


Prices Must Come Down 


Manufacturers tell us that they have already reduced 
prices so that they are selling with little or no profit— 
that they can’t reduce further. Maybe so—maybe not. 

The fact is that all these labor-saving devices have actu- 
ally reduced the cost of manufactured articles enormously— 
but the consumer has benefited very little indeed, in com- 
parison to the savings effected. 

The two elements which have benefited almost entirely 
through the mechanicizing of industry have been capital 
and labor. 

Capital, in order to conceal its profits, has gone in for 
mergers, holding companies, and trusts, whereby it splits 
up earnings a dozen ways to allow it to come before the 
public as a poor, browbeaten pauper, who is only getting 
enough to keep body and soul together. 

The real, legitimate capital which is invested in produc- 
tion can certainly afford to reduce prices to the consumer 
very greatly and still assure large earnings for itself—it 
cannot reduce prices and feed all the leeches which are 
attached to it. 


Look for Lower Prices 


But why should we continue feeding leeches? The answer 
is that when manufacturers get hungry enough for business 
and find they can only get it by selling good merchandise 
at much lower prices, they will find ways and means whereby 
this useless top-hamper is cut adrift. This is the tendency 
today. It is a type of deflation which has not yet taken 
place, but which must occur before we are through—there- 
fore, look for lower prices. 

Labor, especially organized labor, is the other beneficiary 
being protected by high prices. 

Seeing the mechanicizing of industry—the greatly in- 
creased production possible through making a workman 
assume a role as part of a machine—labor, in general, has 
demanded and received a vastly greater share of the earn- 
ings in industry than it is entitled to, for while it may be 
true that a man can be paid excessive wages if he happens 
to be operating a highly-productive machine, it is also just 
as true that if the same man is compelled to produce with 
his two hands only, he can only be paid in proportion to 
what he can himself produce, figured on a fair percentage 
of the selling price of the goods. 

The moment we pay a man more than a fair percentage 
of his capacity to produce, we are passing an added burden 
to every man, woman and child in the country. As an ex- 
ample, we are paying building labor—which is all hand 
labor—some 700 per cent more today than it got in 1913, 


and this is at the direct expense of every person outside 


of the building unions. 


It has amused me not a little to read Mr. Green’s recent | 


statements to the effect that organized labor is still under- 
paid and that industry should still further share in greater 
measure its earnings. And to prove this, he calls attention 





No. 220 


hroughout 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 
portant part they play 


in daily service. 





ERIE, PENNSYLVANIA 








Branch Offices:- 
NEW YORK: 45 WARREN ST. BOSTON: 76 BATTERY MARCH 
CHICAGO: 555 W. RANDOLPH 8ST. SAN FRANCISCO: 703 MARKET ST. 
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Reed & Prince products are right in accuracy, 
finish and package. You can sell them with 
the utmost confidence of customer satisfac- 
tion. 
These and many other types and sizes 
in steel, brass, bronze, Everdur, Monel, 
Stainless, and other special alloys and 
plain, polished, nickel, copper, blued, gal- 
vanized, cadmium or chromium finishes. 
Ask your jobber for Reed & Prince products 


REED & PRINCE MFG. CO. 
WORCESTER MASSACHUSETTS 
WESTERN BRANCH AT CHICAGO, 3635 IRON ST. 


Ses ee 










4366 





to the amount paid to organized labor in 1930 in comparison 
to the reported earnings of industry during the same period. 
The trouble with his argument is that he has entirely for- 
gotten to mention the other hundred and twenty million 
people in the country who are classed as consumers. 

I right away thought of a cartoon entitled “Who gets the 
swag.” This cartoon showing the capitalist holding a big 
bag of gold behind his back and a laborer holding a slightly 
smaller bag behind his. Labor is swearing at Capital and 
calling him a dirty thief—demanding that the swag be 
divided more equally. Standing at one side is poor little 
Consumer, ‘who has been shaken down and robbed—he says, 
“Say, where do I come in?” As a matter of fact, he hasn’t 
been in at any time—but now he is likely to get in, and 
both Labor and Capital are going to be forced to give up 
some of the swag or the Consumer just won’t pay at all— 
and now they can’t play the game without him. 

So we should remember that prices to the consumer must 
and will come down, and we should help to bring them down 
by being keen, but fair in our buying. 


Reducing Overhead and Fixed Charges 


If it is costing us too much to do business, we certainly 
cannot reduce our prices and still make money. Most of us 
have built up an overhead during the boom which is 
altogether too high for us under present conditions. It 
must be reduced—but ‘how? 

Our overhead, roughly, consists of rent, heat, light, labor, 
and internal costs and losses in the operation of our business. 

The items of heat and light we can do little with as they 
are trust-controlled or monopolies—but we can do a great 
deal with the items of rent, labor, internal costs and losses. 

Rents have been steadily falling—they are going to fall 
lots more. We should make a drive for the reduction of rent 
based on present valuations. If our landlord is too thick 
to see the inevitable, we should move at the first favorable 
opportunity. 

In making a new lease, let the term be short—remember, 
we are in a falling real estate market. 

Labor has been costly and inefficient. Now is the time 
to get rid of your dead wood. There are a hundred available 
to take the place of every person you may wish to change. 
You can get a highly efficient worker today for the same 
or for less than you had to pay during the boom. Your job 
is to cut your costs by substituting efficiency for inefficiency. 

And now we come the items of internal loss, which—sad 
but true—form probably the greatest item in your overhead. 
Business control is the remedy. 

One of the greatest differences existing between the 
chains, catalog houses, department stores and the inde- 
pendent merchant is that few independent dealers keep 
proper records, while the others do. You can’t run a busi- 
ness today by rule of thumb. You must keep proper records. 
You must understand what these records mean. You must 
use them every day—not once in a while. 


How to Make Money Retailing 


The only way money can possibly be made in retailing 
under existing conditions is: (1) to stock and sell only 
what people will buy; (2) to stock only such items as will 
pay their own way; (3) to eliminate all slow-turning items 
and boarders; (4) to concentrate your sales efforts on things 
which must be sold and let the self-selling items sell them- 
selves; (5) to watch your credits and collect your accounts. 

To arrive at this you must employ proper control records. 

I have already referred to the kind of goods which will 
probably be in demand and prices at which they must be 

(Concluded on page 74) 
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No. 03773 Shelf and 
White Finish Brackets 





Never Mind Today—What About 20 Years Hence? 


The Rwece Bath Room Fixtures that you 
sell today will deny their age 20 years 
hence. They never RUST. 


Practically all plated goods look bright 
and attractive when NEW. 


Solid Brass, heavily plated with Chro- 
mium, Nickel or White Enamel are the 
reasons why you can sell RINeco with abso- 
lute confidence. 


But the retailer who considers the lasting 
quality of his merchandise, builds upon 





the rock of time. 


Trade Mark 
Send for New Bathroom Folder, XA 


reais gate AMERICAN RING COMPANY — 2, lite com 


Furniture Trim- prises 

mings, Upholster- Waterbury Connecticut ES RE 
er’s Nails, Eye- Branch Offices: ‘ cctttinall 
lets, Grommets Boston—170 Summer St. New York—2 Hudson St. ore emand 
and Washers. San Francisco—116 New Montgomery St. being added. 


Chicago—29 E. Madison St. 














Positions Wanted Advertisements Accepted Free 


HARDWARE AGE, in order to help the unemployed in the hardware industry, 
will accept and publish Positions Wanted Advertisements free of charge. 


Only bona fide advertisements from hardware men and women actually 
without positions, and desiring employment with a hardware store or wholesale 
house, or with a hardware manufacturer, will be accepted. 


The accepted advertisements will appear in two consecutive weekly issues 
and a box number address may be used if desired. All replies to box numbered 


advertisements will be promptly forwarded postpaid by us. 


Help us to help any of your hardware friends who may be out of employ- 
ment, by telling them of this opportunity. 


Address your letters to the Classified Department of: 





HARDWARE AGE 
239 West 39th Street New Yerk City 
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SASH CHAIN 


Stove 
Tire and 
ink 


S 
BOLTS 
Machine 
Screw 
Stove & Tire 
Bolt 
U.S.S. 
S. A. E. 
Escutcheon Plain 
PINS S.A. 
Castellated 
NUTS 
THE CORBIN SCREW CORP. 


THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
INN 


NEW BRITAIN, CO) 





Tachometers 


Warehouses: 
New York Chicago 
Philadelphia 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in 8 ae mayo ond ceation. 
Retail Hardware Stores in U. be and 
ax Hardware Stores in United States and oe 

5, 10, 25c to $1.00 Syndicate Stores ca g hardware. 
Department Stores an a‘? and cueiucntdhings. 
Manufacturers’ Agents in U. Canada and Foreign. 
Automobile Accessories Rl 
Mill, Steam, Mine and achinery Supplies Dealers. 
Sporting Goods Distributors. 

Mail Or Order Houses handling hardware and housefurnishings. 

Westen and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership List of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every manu- 
facturer’s sales manager should have one on his desk, and 
every salesman could profitably carry a copy in his 
Since the previous issue was published there have 
more than 10,000 additions and corrections, and these all 
appear in the Eleventh Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 











Now! We'll Get Down to 
Brass Tacks 


(Continued from page 72) 


offered, so I will now turn to the other questions suggested. 

It needs no argument to prove that if 50 per cent of your 
stock is stagnant and the balance is active, the active por- 
tion is supporting the stagnant. Therefore, it goes without 
saying you are selling your active numbers at prices suffi- 
ciently high, not alone to pay their own way, but, in addi- 
tion, to pay the way of the boarders, which produce no 
profit. We can go still further and say that if these boarders 
were all paying their own way, you could reduce prices on 
your entire stock and make just as much as you are making 
today. And we can go still another step by stating that 
you would actually make more profit, because lower prices 
would bring greater volume. Especially is this so under the 
present economic conditions. 

Therefore, as the cost of carrying non-productive boarders 
in your stock represents one of the major costs of doing 
business—is a useless and unnecessary waste—they should 
be promptly eliminated and the savings applied to the re- 
duction of prices. 

Certain items in your stock must be sold—they will not 
sell themselves. Other items are entirely self-selling— 
people buy them if given the opportunity—they require no 
sales effort. 

If you attempt to sell self-selling items you lose money— 
often you would lose less if you gave them away. Yet there 
is a large margin of profit in self-selling items, and many of 
them are positive necessities and must be stocked. 

The loss incurred in wasting salesmanship on self-selling 
items is substantial. You should eliminate this waste. 

Credits and collections are major items in the cost of 
doing business. Most independent merchants are extremely 
weak regarding credits, and very few realize their loss in 
failing to keep collections up to the mark. 

We have just gone through the greatest period of loose 
credits in history. We have formed bad habits; dangerous 
habits. It is time to forget the past and do business on a 
sound basis. No other way will succeed. 

Charity is a fine thing—something to be encouraged—it 
has no place in business. You can’t afford to give away 
your merchandise through granting leose credits or failing 
to collect the money due you. Run your credits as a busi- 
ness proposition and do your charity from home. 

For proper management you need professional help and 
advice. No man is clever enough to run things on his own 
very long. Wise executives pay large sums every year for 
suggestions and advice. It is money well spent. 


A Town Wide Survey 


In Kendallville, Ind., 6000 population, a hardware dealer 
has had a paint expert call on every home owner in town. 
The caller introduced himself as the paint man at this 
hardware store. He did not try to clinch a sale at the call. 
His purpose was to sell the idea of painting, then sell the 
paint department of that store as the place for intelligent 
information on painting and as the logical local headquar- 
ters for good paints and good brushes. This man kept a 
card index record of his interviews. From this data a direct 
mail campaign, newspaper campaign and personal appeal 
campaign were formed. Sales in the paint department are 
about $12,000 a year. Auto enamels bring in another $700. 
The paint ambassador at the homes found my leads for 
other departments and was directly responsible for the sale 
of linoleum, vacuum cleaners, washers and many other 
profitable lines and at the same time gave the store an 
analysis of the paint sales market in Kendallville. 
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Your “Approach” May Be | 


Good 


(Continued from page 33) 


keep your doors open, if you welcome customers cor- 
dially, they will come to see you and as a result you 
can save a great deal of your own time and also trav- 
eling expenses by having these gentlemen come to 
see you instead of traveling over the country to see 
them. It is certainly more economical to give a dealer 
two or three hours here in the East than it is to 
spend several days’ traveling to visit him in the West. 
We will all admit that these conferences lead to an 
exchange of a great deal of valuable information. 
Therefore, it has always seemed to me that a manu- 
facturer should encourage his customers to visit him, 
and when they do come, he should take the time to 
have a real conference with them. If he does not do 
this, he is missing one of the great New York oppor- 
tunities which in a large measure will offset the very 
high rates paid for office floor space in this city. 

* 


* * 


Then, of course, there are the officials of large cor- 


porations who never seem to be in their offices. Some | 


of these gentlemen are always away, especially during 
the golfing season. Then, of course, there are trips 
to Florida, visits to California at the proper season 
and now and then a trip to Europe. In those cases 
where the heads of concerns are members of the 
“Disappearing Club” it has always seemed to me that 
they should at least have a well-posted sales man- 
ager with authority on the job. The trouble with 
some of these executives is that they wish to retain 
all of the authority, close all of the important deals, 
and at the same time be away from their offices most 
of the time. Of course, I am aware that some of 
these gentlemen are directors of many corporations, 
also banks, trust companies, etc. It is, of course, 
all right for a man to hold all these directorships, 
but if he does, I contend he should have some one in 
his office whose duty and pleasure it is to meet cus- 
tomers when they come East. 


* * 


* 


The whole piont of this hastily dictated article is to 
suggest to some of our manufacturing friends that they 
find out just how customers are handled when they 
visit them. Also to look into their organizations for 
handling visiting dealers. Taking care of these vis- 
itors undoubtedly is a very important thing, and judg- 
ing from our own experience and from some of the 
stories we hear, a little study of this subject on the 
part of all of us will do no harm and may do a great 


deal of good. 


Sells “Surface Saving” 


A Bay City, Mich., store selling $15,000 in paints every 
year utilizes every possible aid from manufacturers, trade 
papers, local events or conditions which suggest another 
way toward better paint business. One price for all in the 
paint department is the well known policy of this house. 
This company has sold every local real estate broker on 
the idea of “surface saving,” proving that $500 invested in 
paint will easily sell the house quicker and at a higher fig- 


ure. 











| 


| 








Crown Prince 


of the Floor Check 
Ki 
ingdom 

This younger member of the 
Rixson royal family of Floor 
Checks shows the blue blood in 
its performance. Good breeding 
is expressed in its quiet opera- 
tion; the firmness of authority 
lies in its positive closing action, 
without rebound or flip-flap. On 
light interior doors it displays 
all the quality for which the 


larger Rixson Checks have earned 
their enviable name. 

















RIXSON JUNIOR 
DOUBLE ACTING 
FLOOR CHECK 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, IIL. 


New York Office: 101 Park Ave., N. Y.C. 
Philadelphia Atlanta New Orleans Los Angeles 


You Can Stake Your Reputation On 





Winnipeg 


LS Z SIs 
2 se | a) comes | 100% 


Builders’ Hardware 


Overhead Door Checks Casement Operators & Hinges 
Floor Checks, Single Acting Concealed Transom Operators 
Floor Checks, Double Acting Adjustable Ball Hinges 
Olive Knuckle Hinges Butts, Pivots and Bolts 
Friction Hinges Door Stays and Holders 
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=» WICK WIRE BROTHERS 
BRONZE Wire Cloth 


ABSOLUTELY RUSTLESS. Not af- 
fected by salt air, acids or gases. Made 
from a special alloy of 90% Copper and 
10% Zinc. 

Only FULL GAUGE wire used. We con- 
trol every operation. 14, 16 and 18 mesh 
wire, in 18 to~48-inch widths. 100 lineal 
ft. to the roll. 


Ask your Jobber. 






















THE MARK or AGOOD MOWER 


SS 





. . . because it’s 2-speed, and 


sells for less than $100.00! 


Thereis no bottom to price competition. Lower prices quickly 
lower profit and reputation .. . The Super 2-speed washer puts 
BEE-VAC dealersoutside such competition. Itsextraordinary 
value is so evident at $99.50 that profit sacrifice is never 
necessary. Write us or your jobber for full facts on the 
line that’s “‘beyond competition”’. 


Birtman Electric Company, 4144 Fullerton Ave., Chicago, Ill. 














Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 














Coming Hardware 


Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CONVENTION, Edgewater Park, Miss., April 20, 21, 22, 
23, 1931, Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware 
Manufacturers’ Association, 342 Madison Avenue, New 
York City. Sidney St. J. Eshleman, secretary- 
treasurer, Southern Hardware Jobbers’ Association, 
704 New Orleans Bank Building, New Orleans, La. 


AMERICAN STEEL & HEAVY HARDWARE ASSOCIATION 
CONVENTION, William Penn Hotel, Pittsburgh, Pa., May 
18, 19, 20, 1931. B. R. Sackett, secretary-treasurer, 505 
Arch St., Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, Apr. 14, 15, 1931. L. 
P. Biggs, secretary, 815 Southern Trust Building, Lit- 
tle Rock. 


CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June~9, 10, 11, 1931. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 


CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Taft Hotel, New Haven, Feb. 19, 20, 1981. Chas. R. 
Freeman, secretary, Branford. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1931; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 


_ MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 


MissouRI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 19381. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 


NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 


NEw ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 


New YoRK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 


ter. 
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OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1931. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. Exhibit 
at Shrine Civic Auditorium. J. V. Guilfoyle, secretary, 
420 E. 8th St., Los Angeles. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 18, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 


VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1931. 
Thos. B. Howell, secretary, 602 Broad St., Richmond. 


Shapleigh’s Trade Paper Advertising 


Very complimentary letters have been received from 
dealers, manufacturers, jobbers and others by Shapleigh 
Hardware Co., St. Louis, Mo., wholesale hardware dis- 
tributors, in reference to that company’s trade paper 
advertising. The letters state that it is a most attrac- 
tive and convincing line of trade paper advertising. 


In 1918 the subject of the holiday announcement was 
“A World Reborn,” illustrating the Star of Bethlehem 
and the Dove of Peace with Cupid ringing out the good 
news. It was inspired by the Armistice. The 1921 sub- 
ject was “Follow Me,” illustrating the star of Beth- 
lehem inclosed in a border of passion flowers, together 
with appropriate wording. The star of Bethlehem, 
angels with trumpets, the three wise men, a cathedral 
and Christmas bells were shown in the 1923 holiday 
greeting. For 1925 the Poinsettia was illustrated in 
natural colors, while the 1926 greeting was mistletoe 
illustrated in its natural colors. 


In 1927 the subject was “Hope,” illustrated with a 
very colorful scene and showing a silver lining in the 
clouds. The plaque read: “Hope Inspires, Work Wins, 
Success Rewards.” A copy of the “Hope” greeting, 
size 11 x 14 inches, also the plaque, can be had by any 
of the company’s customers upon request, as a supply is 
always kept on hand. For the 1928 holiday, two plaques 
were illustrated, the “Golden Plaque” and the “Hope 
Plaque,” also the “Eastern and Western Hemisphere” 
being spanned by air craft. Sentiments in those were 
timely and favorably commented upon. 

The 1930 holiday greeting was “Winter,” which the 
company felt was the best yet published. Its sentiment, 
“May Radiant Paths Lead You to Health and Pros- 
perity,” is very appropriate at this time. 

















“The TOLE 
Folding feed O R 


Stock it—demonstrate it— 
SELL it! A fast moving spe- 
cialty appealing to contrac- 
tors, road builders, municipal- 
ities, public service corporations. 
Folds compactly, stores snugly. 
Eight heights, 18" to 60". 


Write for attractive discounts. 


DO 
SE 





















The Toledo Fressed Steel ©, . 











HIGH-POWER BURNER... 
GREATEST Oil Stove IMPROVEMENT 
IN 25 YEARS 


Makes obsolete millions of oil stoves now 
in use. Opens broad replacement market. 
Are you prepared with sufficient stock of 
Perfection stoves with High-Power burners 
to take full advantage of this opportunity? 


PERFECTION STOVE COMPANY 
7609 Platt Avenue Cleveland, Ohio 


WATER PROOF _ 
















GE Y Flexible 
op we or dry. 


Order #08 ‘eg 
“Fem your fy ’ Duralle and 
— Guaranteed 


_ COLUMBIAN ROPE COMPANY 


Auburn ‘‘The Cordase City 
aD | 


TAPE- MARKED 
PURE MANILA 


Philadelphia 


ROPE 


Branches— New York Chicago 


COLUMBIAN 





Hundreds of Orders like this. 
Good Margin, Big Profits 
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CLASSIFIED ADVERTISING 
RATES 
Advertisements from unemployed 
accepted free of charge; inserted 
im two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 

post paid. 
Pesitions Wanted and Help Wanted adver- 


tisements at Special Rate of one cent a 
werd, minimum fifty cents per insertion. 


apply to “Business 
Accounts Wanted” 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
Opportunities,” “Sales 
tives Wanted” Advertisements. 





Set Solid, Minimum of 5 lines......$3.00 
Each additional line............. .60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............. .80 
Average 10 words tc a line , 
Allow One Line for Keyed Address 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
1 fmch cccccccccccccccccccccces 85.00 
Each additional inch........++++++ 400 


Discounts for Classified Ad 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted oc Help 
Wanted Advertisements. 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous te date of 
ublication. 
Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 





“Sales R 

















POSITIONS WANTED 


POSITIONS WANTED 





HARDWARE MAN of twenty years’ experience in Wholesale and 
Retail hardware business, also sporting goods, paint, oil and glass and 
housefurnishings. Forty years of age, sober and industrious. Capable 
of yo | charge and handling men. Desire change. Can furnish first 
class references. Middle West or South preferred. Address Box J-99, 
care of Harpware AGE, New York City. 





EXPERIENCED shelf and heavy hardware, mill and mine puorly and 
building material man for 15 years manager large southern jobbing house, 

connection as buyer or sales manager. Or having wide acquaintance 
among southern jobbers would represent reputable manufacturer in South. 
Address Box J-112, care of Harpware AGe, New York City. 





SALESMAN AND SALES MANAGER for five years in charge of 
the selling organization of a hardware manufacturer manufacturing a 
nationally known hardware unit is open for engagement at once. Thoroughly 
conversant with the jobbers and large retail accounts from Minnesota 
to Texas and all states to the Atlantic Seaboard. Capable of taking entire 
charge of your business. Background and references the highest. Salary 
plus expense basis of remuneration. Address Box J-148, care of Harp- 
warRE AGE, New York City. 





WANTED: Position as buyer or salesman with representative factory 
or jobber in Chicago territory. Or Northern Indiana and south-west 
Michigan. Ten years experience with large wholesale hardware house as 
— and 15 years as salesman, calling on jobbers, large retailers and 
mill and factory supply house. Nominal starting salary. Excellent refer- 
ences. Address Box J-151, care of HAarpware AcE, New York City. 





SALESMAN desires to make connection with reliable company to sell 
Hardware or Sheet metal products in territory adjacent to St. Louis, Mo. 
Have established trade. Gilt Edge reference. Wish to connect with a 
house that has the Goods, the Price and the service. Address Box J-152, 
care of Harpware Acg, New York City. 





POSITION WANTED—Hardware man seven years experience buying, 
selling and mana ing retail store desires to make connection in Pennsyl- 
vania, New om or metropolitan New York. Address Box J-154, 
care of Harpware Ace, New York City. 





! HAVE severed 7 connection with Schlage Lock Company whom I 
have represented in Cleveland and northern Ohio, with fifteen years ex- 
perience in this territory. I am now open for position with manufacturer 
of similar line of builders hardware or hardware Specialties. Address 
Box J-150, care of Harpware AcE, New York City. 





POSITION WANTED by Hardware man with long experience and best 
of references. Would consider taking charge of Hardware business in the 
country. New England preferred. Address Box J-145, care of HARDWARE 
Ace, New York City. 





POSITION WANTED. Hardware man, married, age 30 years, 10 years 
traffic experience. First class shipping, receiving and stock clerk. Also have 
inside sales ability. Desire position with jobber or manufacturer, or what 
have you to offer with a future. New York City preferred. Salary no 
object. Good references. William J. Karp, 144 Stuyvesant Ave., Brook- 
lyn, New York. 





POSITION WANTED—Middle aged man with varied experience in 
cutlery and wire goods manufacturing, packing and shipping. Licensed 
engineer. A-1 references. Moderate salary. Address Box J-147, care of 
Harpware Ace, New York City. 





SALESMAN, Southern States. Southerner, age 30, now employed as 
sales representative for company rated AA-Al, desires permanent sales 
position in South. Willing to travel extensively. Excellent references. 
Address Box J-i32, care of Harpware Ace, New York City. 





SALESMAN with nine years’ experience particularly in southern terri- 
tory including Texas and Louisiana, desires connection with manufacturer 
of builders’ hardware, good references. Address Box J-128, care of 
Harpware Ace, New York City. 


POSITION WANTED by experienced salesman to represent manufac- 
turer or large jobber in the South. Have covered twelve Southern States 
for nine years for one of the leading New England hardware manufac- 
turers and am acquainted with all hardware and mill supply dealers in 
this territory. Also have had eleven years’ experience in retail and whole- 
sale hardware business. Will consider any good line on salary or_com- 
mission and drawing account. ‘First class references. Address Box J-165, 
care of Harpware AGE, New York City. 





POSITION WANTED —Live Wire aggressive salesman, age 30. Eight 
years’ experience selling hardware jobbers and large dealers in States of 
Iowa, Nebraska, Missouri, Kansas and Oklahoma, seeks connection with 
reliable manufacturers, commission basis if line is well known and has 
merit. A-1 references as to qualifications and character. Address Box 
J-164, care of Harpware Ace, NewYork City. 





SALESMAN desires to represent manufacturer or jobber of stoves and 
sundries in Michigan or Ohio territory. Have covered this territory four 
years, will consider any good line. Can furnish first class references. 
Address Box J-163, care of HarpwAre AGE, New York City. 





POSITION WANTED—Young man, age 30, interested in Hardware 
and household lines, is desirous of making a permanent connection with a 
reliable and reputable firm as a salesman or sales agent in the Chicago, 
Illinois, territory. Have acquaintance with buyer of a local hardware chain 
and also some local hardware retailers. Address Box J-162, care of 
Harpware AGE, New York City. 





SALESMAN acquainted with paint, hardware and lumber yard trade, 
in various territories to sell estabiished line of paint brushes. Leads fur- 
nished. Liberal commissions. DAVID LINZER & SONS, 10-20 Astor 
Place, New York City. 





HARDWARE MAN of twenty years’ experience, retail, general hard- 
ware and as an executive. Familiar with builders, mill and shelf hardware, 
paints, oils, varnishes and glass and agricultural tools and implements. 
Forty-eight years of age. American, industrious and capable of taking 
charge. New York or New England preferred. Can furnish best of 
references. Address Box J-160, care of Harpware Ace, New York City. 





SALESMAN, age 44, with extensive acquaintance, among hardware 
jobbers and mill supply dealers, in eastern, southern and central states, 
and a broad knowledge of manufacturing and merchandising, with a suc- 
cessful record of accomplishment, desires connection with manufacturer. 
References and full information first letter. Address Box J-160, care of 
HaArpware AGE, New York City. 





HARDWARE MAN of ten years’ experience representing large metro- 
politan New York jobbers of hardware, tools, housefurnishings through 
New Jersey territory, desires immediate connection with jobber or manu- 
facturers’ agent. Have wide acquaintance through New Jersey. Refer- 
ences of the best. Unemployed at present. Married. Address Box J-159, 
care of Harpware AGE, New York City. 





YOUNG MAN, 26 years old, two years’ experience in wholesale and 
retail, and of hardware line, some buying experience in chain store, desires 
position in sales capacity. Can furnish good references. Address Box 
J-158, care of Harpware Ace, New York City. 





GERMAN, 23 years old, seven years’ experience in general hardware, 
has specialized in glass cutting, desires to make a connection with retail 
concern. Best references. Address Box J-156, care of HIARDWARE AGE, 
New York City. 








MANAGER, Wholesale or Retail Hardware Store, thoroughly experi- 
enced shelf and builders’ hardware, tools and supplies. Capable handling 
all details. Purchasing merchandising, advertising, contract department 
and correspondence. Excellent references. Location no object. Address 
Box J-155, care of HArpware Ace, New York City. 





CREDIT MANAGER—Has held this position with wholesaler, manu- 
able at once. Capable of managing office force and conducting entire ac- 
facturer of paints, and hardware and with large retail organizations. Avail- 
— problem. Address Box J-116, care of HarpwarE AcE, New York 

ity. 
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CLASSIFIED OPPORTUNITIES 





SALES REPRESENTATIVES WANTED 





WANTED—Experienced salesman traveling southern territory to sell 
our qeaty line of tinners’ snips, pliers, wrenches, hammers, etc. 
Splendid opportunity to represent manufacturer of quality tools. Address 
Box J-144, Harpware AcE, New York City. 





SALESMEN WANTED-—Side line, calling on hardware and plumbing 
dealers to represent manufacturer of closet, sewer and drain pipe augers. 
Commission. INTERNATIONAL NOVELTY & MANUFACTURING 
CO., 5713 Euclid Avenue, Cleveland, Ohio. 





A MANUFACTURER of Builders’ Hardware Specialties desires sales 
representatives on commission basis to handle line in various sections of 
the country. Address Box J-135, care of Harpware AGE, New York City. 


SALES REPRESENTATIVES WANTED 





SALESMEN WANTED-Side line to sell high grade line of toy vehicles 
and specialties to department stores. Liberal commissions. Several states 
still open. P. O. Box 511, Sheboygan, Wisc. 





SALESMAN WANTED to call on jobbers in hardware and house 
furnishing goods and department stores, for New York and New Jersey, 
to take a small article as a side line. Good commission paid. Address 
Box J-157, care of HarpwarE AGE, New York City. 





SALES ACCOUNTS WANTED 





WANTED: Salesmen for high grade Hack Saw Blades. Exclusive 
territories. Attractive prices. Liberal commissions. Address Box J-143, 
care of Harpware AGE, New York City. 





A SALES organization of four experienced salesmen with national con- 
nections, are prepared to give you the representation you need in Eastern 
territory. ARTHUR POSTAL, 39 Cortlandt Street, New York City. 

















Even the best of us can profit 
by observing what the other 
fellow is doing. This is par- 
ticularly true in the hardware 
business. We have often been 
told of the successful out- 
come of some merchandising 
idea that was prompted by a 
HARDWARE AGE story. 


IT’S NEVER TOO LATE 
TO LEARN? 


After you read your copy of 
HARDWARE AGE, go 
through it again and see how 
many of the merchandising 
ideas, stories and editorial 
hints you can try in your 
store. Remember, something 
new is always interesting. 
You'll find plenty that is new 
in HARDWARE AGE. 


HARDWARE AGE 
239 West 39th Street 
New York, N. Y. 
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370 ATLANTIC AVE., 





THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 





SPECIALTIES 


BOSTON, MASS. 




















~-(CHICAGO)— 
SPRING HINGES 


Quality Plus 


In the “Relax” Spring 
Pivot Hinge users obtain 
a maximum in Quality 
plus the important spring 
action release feature. 


Dealers will find that it 
pays to sell the “Relax” 
because satisfied cus- 
tomers are a valuable as- 
set and better profits can be realized on 
this Quality Hinge than on a cheaper 
substitute. 
Send for New Catalogue H 47. 





Relax 
Type 6001 
Spring Pivot-Hinge 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 


U. S.A. 











Merchandising 
METHODS 


a s the keynote for 


al to master 
this problem in your 
own store? If not, our 
service department 
can be of valuable as- 
sistance to you. To 
get your copy of “The 
Heller System of 
larger profits,’’ simply 
tear out this ad and 
mail now, while this 
ome is before you 

+ (no obligation) 





Merchandising Systems 


W. C. HELLER & CO. 
ce ~ wae Ohio 


New York Office: 20 Vi st. 
Suite 500 — 










and Profit with 


UALITY 
Products 


sles wb amar QT 
VICE which have established the name of “G & B” as a guaranty of dependability 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America's Oldest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
Georgetown, Conn. Chicago Kansas City, Mo. San F 


PREFERENCE =< — crerybee, and the creasing semb 


New York City 








Always Big Sellers 
in Spring and Early Summer 


Moore Push- Pins 


Moore Push- less Hangers 
To Hang Up Things 


These two small displays attract buyers. 
Style G Style F 
48 10c. Packets 42 10c. Packets 
Push-Pins Push-Pins and 
only Push-less Hangers 
Your Jobber can supply you promptly. 
Constantly advertised. 


MOORE PUSH-PIN COMPANY 
Wayne Junction Philadelphia 
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THE ADVERTISERS INDEX is 


published as a convenience and not as a part of the advertising contract. 


No allowance will be made for errors or failure to insert. 


Every care 


will be taken to index correctly 
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Acme Shear Co....... 
Akron-Selle Co. ...... 
Allen, L. B., Co., Inc.... 
Allen Mfg. Wipist isc 
Allen, 8. [., & GOrecccccccccee. 
Alliance Mfg. Co......... 
Allith-Prouty Co. ..... 
Almo Trading & Imp. Co........ 
Aluminum Goods Mfg. 

American B 

American 
American 
American 
American 
American 
American 
American 
American 
American 
American 


Nationa ee 
Ring Rant 
Saw & Mfg. Co....... 
Screw Co.. 

Sheet & Tin Plate Co.. 
Stainless Steel Co...... 


American Swiss File & Tool Co.. 

American Window Glass Co...... 
Anker-Holth Mfg. Co., Inc....... 
Anti-Borax Compound Co........ 
Arcade Mfg. betas 
Armstrong Bros. Tool Co....... 
Armstrong Mfg. Ree e lee 
Atkins & Co., E. C. Gs 
Atlas Tack Corp.......-.ee00.. 





Babcock Co., The W. W.....+.+--> 
Bakelite Corp. 
Baker, Geo., 

Ballonoff Metal Products Co..... 


Barlow & Seelig Mfg. Co........ 
Barney & Berry, Inc...........- 
Bassick CO. .seeseeecceseceeces 





Bemis & Call Co..... veewes 
Bernz Co., Inc., Otto. . 
Bethlehem Steel Sa eats 
Bingham Engraving Co.........- 
Birtman Electric Co............ 
Bissell Carpet Sweeper Co....... 
Blair Mfg. eke eee¥CSb ORC vee 
Blaisdell Pencil Co...... 
Black & Decker Mfg. Co.. 
Bommer Spring Hinge Co....... 
Bosley Co., D. W...ccccccescess 
Boston Varnish 

Boston Woven Hose ‘& Rubber Co. 
Brammer Washing Mach. Co.. 
Bridgeport Chain & Mfg. Co.. ve 
Bridgeport Hardware Mfg. Co.... 







Bridgeport Screw pee eevsveees 
Bristol Hotel ....ccccccccccece 
Brown & —e Mfg. Sve a tae 
DEMBN-NG CO. ccvcccaseccvse eee 
Buddy “Le Mfg. CO. .ccccccccece 
RING TENE 0055 o's. 0s Kins 0.0 60 
Buffalo Wire Works Co., Inc..... 
Bunker-Clancey Mfg. Co........ 


Burley & Winter Pottery Co..... 
Burnley Battery & Mfg. Co 


Cc 


California Fruit Growers ae 
Campbell Machine Co.. 
Carborundum Co. .. 
Carolus Mfg. Co....... 
Cattaraugus Cutlery Co.......... 
Chain Products Co.........+.. 
Chamberlain Co. pavk seen ews 
Chicago Roller Skate OBicccdveccs 
Chicago Spring Hinge Co......... 
Clark Bros. Bolt Oo......ccccees 
Clay Equipment Co... 
Clements Mfg. cnet eneeeeeet-e.s 
Clemson Bros., Inc........ 
Cleveland Quarries Co...... 
Cleveland Wire Spring Co. 
Clover Mfg. ia naka ne 6 . 
Coleman Lamp & Stove Co... cee 
Columbian Rope Co 
CORGRIGER GOT. ccccccccccccees 
Congoleum-Nairn, Inc. ........+. 
Continental Screen Co..... 
Continental Steel Corp.. 
Cook Company, H. C........... 
Corbin Cabinet Lock Co. seeecoce 
Corbin, FB. B Bisscvcsccvcsccee 
Corbin Screw OoOrp...cccccsccccs 
Corcoran Mfg. . 
Crescent-Davis Arms Corp.. 
Crescent Tool O0.....cccces 
Cribben & Sexton Co.........0+. 
Crown Cork & Seal Co. 
Cyclone Fence Co...... 


oeees 


Daisy Mfg. Co..... 


me 
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Dayton Toy & Specialty Co...... 
Dazey Churn & Mfg. Co........- 
DeBoer Mfg. Co....-.eeeeeeeeeee 
De Laval Separator Co.......-- 
Delta Electric Co.. 
Deniston Co. . 
Dexter Co. 
Diamond Calk Horseshoe Co..... 
Diehl Mfg. Co.....-cccccesceece 
Diets Co., BR. By... sccccess eine 
Disston & Sons, Inc., Henry. wee 
Dixon Crucible Co., Joseph..... 
Domes of Silence, 
Duluth Show Case Co.. 
Dux Dishmop Co.. 
Du Pont de Nemours & Co., E. I. 


Eagle Tack C0.....ccecesseccece 
Eastern Nail Co.. 
Eastern Tool & Mfg. eee 
Sconomy Service 6: 
Eclipse Machine Co.. 
Edison Lamp Works..........+--+ 








MOIGRE OG; 6 soc cccccccccveccece 
Weatie TID Obs sic tcc we ccecs 
Electric Cutlery Co...........+-- 
Enterprise Mfg. Co........-++. ‘ 
Estwing Mfg. palaaigis.#.6:0)4-0ie:8ere.s 
Evansville Tool Works etka es Baie 


Eversharp Shear Co........+-++- 
Eveready Co. 


F 
F. & N. Lawn Mower Co........ 
Farrand, Inc., Hiram A......... 


Faultless Caster Co......... 
aie <a Enameling & Stamping 
F iecine, J. 
Flexible Steel "Lacing Co... 
Poraherg Big. 00... 2.26 ccccsen 
Fox, A. H.. 

Frantz Mfg. Co......... 


G 


Gendron Wheel Co....... 
General Mn gael i. Sareea 
General Mfg. 
General Tues Co.. 
Getz Power Washer Co... 
Geuder, Paeschke & Frey 
Gilbert & Bennett Mfg. Co...... 
Gold Medal Folding Furniture Co. 








Goodell-Pratt Co. 
Goodrich, B. F.. 
Green Co., The.. <teees 
Greenlee Tool OOFp......cccsese 
Griftin Mfg. Co....... 


H 


Hamilton Beach Mfg. Co... 
Hanlon & Goodman Co......... 
Hanover Wire Cloth Co.... 
Harder Refrigerator Corp....... 
Harrington-Richardson Arms Co... 
Heiss Hotel System.... 
Heller & Co., W. C.... 
Hercules Powder Co.... 
Hibbard, Spencer, Bartlett & C 0. 
Hoeft Cites 56a cedese esc ns 
Hoppe, Inc., Frank cae Papadadaat 
Hubbard & Od.ccccccccccccecce 
SP OH Ee cietkw Seu edercas es eee’ 





Independent Lock Co........... 
Indiana Steel & Wire Co.. 
Ingersoll Steel & Disc Co 
— bance! Watch Co., 


SG. Aca to ¢ 010 0010 90 0's bea 
teteraational ‘Harvester Co. of 

AIOGTIOE. viisacces coccccccne 
Irwin Auger Bit Co.. bea eee eeisean 
VGG: Ti, She Tee scccwcscevesons 
Iwan Bros hemnee's erie oee cocee 

J 

Jennings Mfg. Co., Russell...... 
Johnson & Johnson............ 
Johnson Arms ™ Cycle Works, 

‘a ee P 
Johnson Mfg. Co. . Nestor. ere 


K 


Kansas City Chamber of Commerce 
Keenex Razor Sharpener Co..... 
Kees, F. D., Mfg. pewee 
Kelly Axe & Tool Works of the 
American Fork & Hoe Co..... 
Kenton Hardware Co.. 
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Kester Solder Co.....-++.+--++> 
Kewaskum Aluminum 
Keystone Steel & Wire Co.... 
Kimball Bros. Co.......- 
Kingston Products Corp.... 
Klein & Sons, M... 


L 


Lamson & Sessions Co.... 
Landers, Frary & Clark.. 
Laub Products . 
Lauson Corp. . ° 
Libbey-Owens- Ford. Glass" Co... 

Lionel Corp. 
Lufkin Rule Co......-ccccsecess 
Lupton’s Sons, ye 
Luther Grinder & Tool Co....... 


M 


McCarthy Mfg. Co..... 
McKinney Mfg. Co. 

Madison Hotel, The.. 
Malleable Iron Fittings Co...... 
Mansfield Tire & Rubber Co..... 
Marshalltown Trowel Co. 
Martin-Senour Co. 
Marvel Rack Mfg. 
Maydole Tool Corp., 
Meadows Mfg. Co 
Meisselbach Mfg. Co., A. ¥... 





eee ee 


eee eeeeeeee 


Co., Inc...... 
David...... 





Metal Sponge Sales Corp a 
Mid-State Steel & Wire antes. 
Miller, Inc., R. Bu... ceccccccees 
Milwaukee Brush Co............ 


Milwaukee Stamping Co.. 
Montague Rod & Reel Co....... 
Moore Push-Pin Co.. 

Morse Twist Drill & Machine Co. 
Murphy Sons Co., Robe: 
Myers & Brother Co., F. Me acts 
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Carbon Co0...cc.cseeee 
Lea 


National 
National 
National 

Co. 
National 
National 
National 


Mfe. “Co... 
Pipe Bending OGic acces 
Show Card Writer... 
National Sign Stencil Co........ 
Neely Nut & Bolt Co.....ccccee 
New Haven Clock Co..... 
New Jersey Zinc Co....cceseces 
New York Knife Co...... 
N. Y. State Retail Hardware 
Association, Inc. ... 
New York Wire Cloth ee 
Nicholson File Co... 
Nilco Lamp Works, 
Noma Electric Corp... 
PROUD SEE Wu pla ¥cie.0)<d.% 0/6:60.¢-4:0:0 
North Wayne Tool Co........... 
Northwestern Barb Wire Co..... 
Norwalk Lock Co......... ° 
Norwich Wire Works 


CMCeRRS SOOT cadessaccecacece 
Old Colony Distributing» 3 ee 
Oliver Iron & Steel Corp.. 
Onken Co., 
Ontario Knife 
Osborn Mfg. Co.. 


Cutting Brg. Oe... 206.060 
P 


Page Steel & Wire Co.........+- 
Paine Co. 
Patent Novelty Co...... 
Peck, Stow & Wilcox Co... eeeees 
Pecora Paint Co..... 
Peerless Handcuff Co. 
Pelouze Mfg. Co. 
Pennsylvania Lawn Mower ‘Wks. 
Perfection Stove Co., Inc... 
Peters Cartridge a ea 
Pharis Tire & Rubber Co....... 
Phenix Mfg. Co..... 
Philadelphia Lawn 
Inc. 
Pittsburgh Plate Glass Co. 
Pittsburgh Plate — Co. 
THETORIOE? .-0-0;0 60:0 
Pittsburgh Steel Co.. eens 
Plumb, Inc., Fayette R. enetenare spews 
Plymouth Rubber Co.. 
a oe A Ree 
Progressive Mtg. (Serr 
PYTOCGE Tee “OOntis «000 sccs cee 
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Red Arrow Service Co.......... 
Reed & Prince Mfg. 
Remington Arms Co., Ine 
Remington Cash Register Co., 
Reo Motor Car Co.... 


Inc. 


ifmameling “g * Stamping 
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Reynolds Wire Co..........+++65 
Rich Pump & Ladder Co.......- 
Richards-Wilcox Mfg. 
Richardson Ball Bearing Skate Co. 
Rixson Co., Oscar C.......+++- 
Robertson, Arthur R..........-.- 
Robinson, Edward E... 
Robineen, Me Wesccccccsccuces 
Rose, Frank, Mfg. Co..........-- 
Rose & Bros., W.. 
Rubberset Co. 
Ruby Chemical 
Rugg Mfg. Co 
Russell, Burdsall & Ward Bolt & 
Nut Co. 
Russell & Erwin 


Sabin Machine 
Sacks, Inc., Louis 
Galles Bros. ..ccercvcece encecee 
Samson Cordage | ea 
Sargent & 
Savage Arms Corp....... p 
Schalk Chemical Co............. 
ee WA Oe osc c5 co écsins aia 
Schrade Cutlery Co. 
Segal Lock & ~apaaeanpaaal — 
Seth Sales Corp.. 
Shapleigh Hardware *Co.: eccccee 
Sheffield Bronze Powder hg Sten- 
cil Co. 
Shelby Spring Hinge Co.. ae 
Sherman Mfg. Co., H. 
Showearder, Inc. e 
Signal Electric e 
Silver Lake Co......... : ° 
Simmons Hardware Co.... ° 
Simonds Saw & Steel Co..... ° 
Simonds Worden-White Co....... 
Simonsen Iron Works..... 
Slaymaker Lock Co0......cccccece 
Smith, Inc., Landon P.......cce 
Smith, Seymour, & Sons, Inc.... 
Solderall Corp. 
ee aera er err 
Standard Electric Stove Co.... 
Standard Gas Equip. Co......... 
TRO SOOPER, cc cicceceuees 
Co A eee 
Star Heel Plate sone 
MR EA Mivenccadecdedassees 
Sobran wee Gen ies oc. s-cis wa were 
Stewart Isom Works. .....60.sces 
i aa: ID err P 
Superior Electric Products Corp. . 
Swan Co., James 


sete eeneeeee 






oeeeee 
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Thompson & Son Co., Henry G... 
Tilley Ladder Co., John 8 
Toledo Metal Wheel Co..... 
Toledo Pressed Steel Co....... 
Toledo Wheelbarrow Co... 
Tremont Nail Co.........+.% oe 
Trimont Mfg. Co......ccccccecce 
Trow & Holden 
Tubular Rivet & Stud Co 














Tucker Duck & Rubber Co. 
Turner Brass Works...... 
Turner & Seymour Mfg. Co...... 
U 
Union Hardware Co......... eka 
Union Steel Products Co........ 
United Screw & Bolt Co......... 
ORI, Coc eve nccdces 
E. Bc GtRAe  Ceick see cccsce 
Vv 
Vichek Tool C0....--cceeeses 
WOlrath CO. cccsceceneccus eee 
Voss Bros. Mfg. Co0.....--eeeees 
w 
Wall, P., Mfg. & saute COitiees 
Walworth Co. ....+..- coee ’ 
Warren Mfg. Co., > D.. 
Washburn, B. rs & Co.. 
Western Cartridge Co......... 
Westinghouse Electric & Mfg. Co. 
Whiting-Adams Co. ....-+eeeees 
Wickwire Bros. ....-e+esseeee 
Wickwire, Spencer Steel Corp.. es 
Wilder & CoO.......e06 eevcecce ee 
Williams Radiator Co........... 
Winchester Repeating ‘Arms. Co.0 
Witt Cornice Co....... Ces vstiees 
Wood Shovel & Tool Co......... 
Wooster Brush Co......... ecccce 
| Worthington Co., George....... e 
Wright Steel & Wire Co., G. F.. 
Wrought Washer Co............. 
y 
Yale & Towne Mfg. Co.......... 
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THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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50 years on a DOOR 


good for 50 years more 








Notabene 
The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 
These Historic Hinges can be seen at our factory 


TRADE MARK 


Milliens and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 





Eclipse Chick Feeder 


—MOE’S LINE— 


A Big Up-to-Date Line of Good Poultry 
Equipment 


Many years of satisfactory service to the poultry- 
man have given “Moe’s Line” a recognized 
standing in the trade. It is a high grade and 
complete line, moderate in price, and nothing 
better made. A profitable line to sell. Write for 
72-page Catalog and Prices. 


OEFT & COMPANY 


2305 Davis St. North Chicago, IIl. 











DOMES 


Better Than Casters 
Slide Softly—Silently—Smoothly 


Seventeen years of constant sliding service 
without a complaint 


10c 
Set of 
4 


Look for Name Inside Each Dome 


If your Jobber cannot supply you—write us direct. 


DOMES of SILENCE 


INCORPORATED 


35 Pearl Street New York City 








Wood 
crews 


Rivets 
Roofing Nails 
Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 
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| RICH src 


—Make Sales Climb 


Up go ladder sales when you select the Rich 
line. Selected, clear, straight-grain spruce in- 
sures lightness with safety. 























Superior construction, with numerous exclu- 
sive features, make Rich ladders sell fast. There 
is a RICH LADDER for every purpose. 







If your jobber cannot supply you, write or wire. 











Write for 1931 


catalog and prices. 





Sampson 


Clear selected 
spruce rails, 
1%” hickory 
rungs with creo- 
soted ends. Au- 
tomatic lock— 
roller guides. 
Can be equipped 
with windlass. 



















Get “RICH” Quick 
for ladders 

















The 


Rich Pump 






SAFETY SINGLE LADDER 


Made from clear selected, 
straight grain material. Rails 
















‘ Th 1%” x 2%”. 11%” hickory rungs, 
al with creosoted ends. Spread bot- 
Queen City Step tom. 

‘ »y ‘ Solid risers of genuine selected stock. 
Ladder Company Solid risers of genuine selected stock. 
™ step with metal washers. Wood 
7 7. ‘ = handle, four-arm steel lock. Malleable 
Cineinnati. Ohio ears. Dowels in back with center 





rail. Angle iron brace under bottom 
step. 





TRADE MARK 





HARDWARE AGE for FEBRUARY 19, 1931 








Floor Cleaner 


Poumis Acti 
X “removes 
X bleaches 





DOUBLE X FLOOR CLEANER 


Spans 


Doubie X Floor Cleaner is about 
to put on seven-league boots and) 
“step out” on a cross-country jaunt: 
a trip that will call for 50 million 
calls in the homes of the nation be- 
fore “his” 1931 journey is ended. 
Through a country-spanning cam- 
paign in such publications as the 
Saturday Evening Post, Better 
Homes & Gardens, House Beauti- 
ful, Double X will tell its “double- 
action” story to millions who never 
heard of it before...people who 
will read, buy and try... 

People who never dreamed they 
could renew their own floors (and 
woodwork) with such speed, such 
safety, such professional results and 
---such economy! 





the Nation 


For a 75c can of Double X contains 
enough double-action magic to 
“remove” and bleach the floor of an 
average room. Yes—and do it in 
one operation! 


Here’s a live market, a live margin 
and a steady tramp-tramp-tramp 
of national advertising that will 
leave its mark on your trade... that 
will keep Double X on the map and 
keep it moving off your shelves. It’s 
only good dollar-sense to get in step, 
stock up, cash in! 


Ask your jobber for prices...and 
ask us for some new display hel 
that sing out and sell! Schalk 
Chemical Co., 357 East Second St., 
Los Angeles. Eastern Branch: 3932 
South Lincoln Street, Chicago. 
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